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local boy 
makes good 


business 


via SPOT TV 


Only the hometown newscaster can give taxes 
and tornadoes a local twist. That’s why his 
audience is important news to national adver- 
tisers. Between the headlines, he sells every- 
thing from tires to tomato soup. Bulletin to 
sales-minded executives: he’s a powerful rea- 
son to join the host of national advertisers 
who have made SPOT-TV their basic adver-. 
tising medium. 


Edward Petry & Co., Inc. 


The Original Station Representative 


NEW YORK © CHICAGO « ATLANTA * BOSTON © DALLAS « DETROIT * LOS ANGELES * SAN FRANCISCO « ST. LOUIS 





VIEWING HABITS HAVE CHANGED 
IN COLUMBUS, OHIO 


WTVN -TV- #1 Columbus Station 
3 PM to Midnight 











and 


33.1 Share of Audience 





Sign On to Sign Off 


(ARB MARCH ’59) 


WTVN-TV Now Steals 
the Show 





WIVN- TV cre 


STATION 


Columbu @.... Affilia 
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23 SUMMER FORECAST Stations 
At least nine new network programs are scheduled, 
but re-runs will again predominate on the move 
DRUGSTORES ; i 
Both chains and independents find video the ideal —— 1n markets 


medium for promoting their products 


30 THE HARD SELL on the move! 


The record for 1958 reveals that advertisers and Vi 
agencies agree on tv's ad position 





bo 
en) 





if 
Virtually half the! State of 
32 SMOKE SIGNALS Oklahoma is the Tulsa tele- 
Finding original cigarette advertising themes puts 


: vision market: 47% of the en- 
pressure on agency creative staffs 


tire population; 45% of the 


36 PROGRAM—OR COMMERCIAL—WATCHERS? retail sales; 45% of he food 
seein ~ ane little, opines one agency, if sales; 44% of the drug sales; 
the viewers don’t know your name 

‘ ‘ . ; and 46% of the rotal buying 

69 CHANGING TELEVISION MARKETS income, This dy xamic mar- 
Latest in a continuing series of market surveys: ket also includes 1§ Counties 
lowa, Minnesota and the Dakotas sn Arkilideas. Kamas. “= 

Missouri... a whopping 
4 \ ‘ 
DEPARTMENTS 330,780 television, homes. 
In Tulsa, KOTYV ids been 
| Publisher’s Letter 47 Washington Memo 5 : Hit} ; 
a ; the first station in every rating 
Report to the readers Tv and Capitol Hill WT : 
report for the last)t@n years! 
50 Wall Street Report : : H 
2 Sour¢es: NCS #3, ARB, Nielsen, 
11 Tele-scope The financial picture "Tl" falles Macageonllll ‘an 
What's ahead behind the scenes 
51 Network Program Chart © 
14 Letters to the Editor Listing of shows for May 


The customers always write KO | V 
57 Spot Report 


Digest of national activity I U L S A 


Setitiensn @hdite Represented by Petry 


ws tainiiiad Who watches what A CORINTHIAN 
ee ee 97 In the Picture STATION 


Portraits of people in the 5 
ee ee ee ee KOTV Tulsa » KGUL-T¥) Houston 


19 Business Barometer 


Measuring the trends 6 


— 


37 Film Report 98 In Camera KBET-TV Sacramento 
; G : WANE & WANE-TY Bort) Wayne 
Kound-up of news The lighter side WISH & WISH-TV Ipdiapapolis 


: ; Responsibility in Broadéasting 
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WLBZ-TV 


NBC Affiliate 
Bangor, Maine 





We married 
NBC but you 
get the dowry. 


Things are different in 
Bangor. Now WLBZ-TV is 
eastern Maine’s NBC outlet. 
The dowry? That’s the 5% 
discount you get when you 
buy matching spot schedules 
with us and our NBC sister, 
WCSH-TV Portland. Other 
things are changing, too. Pop- 
ulation is up — spendable in- 
come is up and retail sales 
are up. 

Ask your Weed TV man 
about the 2 NBC stations that 
serve Maine’s 2 major mar- 
kets best. 


A MAINE BROADCASTING 
SYSTEM STATION 


WLBZ-TV—(2), Bangor 
WCSH-TV—(6), Portland 
WLBZ-Radio, Bangor 
WCSH-Radio, Portland 
WRDO-Radio, Augusta 
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Letter from the Publisher 
An AP Milestone 


A quiet milestone was passed recently in the history of the As- 
sociated Press. Twenty years ago the AP siarted to sell news service 
to radio stations, a service that was later expanded to include tele- 
vision stations as well. All but lost in the mossy passage of time are 
the angry debates that flared two decades ago when AP announced 
it was going to service radio stations. Many of the diehards of the 
press resisted the move. Since AP had been a newspaper cooperative, 
the AP established a subsidiary called Press Association, and PA 
sold the radio news service. This occasioned some blasts from station 
operators who feli that the AP should accord stations full member- 
ship similar to newspapers. In 1947 the AP did away with Press 
Association and made subscribers to the radio wire associate 
members. 

Interestingly enough, another milestone for the AP was achieved 
in 1959. This is the first year that radio and tv subscribers out- 
numbered newspapers with 1,878 radio and tv subscribers and 
1,763 newspapers. 

While it has never been revealed, it is estimated that the revenues 
from radio and tv are approximately 35 per cent of the total gross 
of the Associated Press. Further, as the AP annual report points out, 
there are many cities that do not have a daily newspaper where both 
radio and television stations have made valuable contributions to 
the AP wire in supplying pictures as well as on-the-scene reports. 

The interesting development in the radio-tv participation in the 
Associated Press is that should this revenue and coverage be with- 
drawn it would mean a weakening of the service and a much higher 
assessment to newspaper members. No one need belabor the point 
that tv and radio stations are extremely important to the continued 
success of this great newsgathering organization. The time is prob- 
ably at hand for the AP to recognize this fact and to accord radio 
and tv stations full membership. There should certainly be broad- 
cast members on the AP board of directors. It can be argued that of 
the 18 members on the AP board nine are associated with news- 
papers that are affiliated with radio or television stations. However, 
these members are on the board representing their newspapers, hav- 
ing been elected to the positions by their fellow AP members. As as- 
sociate members the radio and television stations do not have a vote. 

The AP has made great strides in the last 20 years. Much of this 
progress can be attributed to the broadcast media. It is time for the 
AP to recognize this fact and give tv and radio equal status. 


Print Media Stiffen Attack 

The Newspaper Bureau of Advertising had a busy week during 
the American Newspaper Publishers Association convention in New 
York two weeks ago. The bureau is sharpening its claws for an all- 
out pitch against tv. That same week the Magazine Advertising 
Bureau met in New York to implement its high-powered campaign 
against television. These organized attacks are not new, they are 
being intensified. TvB could keep a large staff busy replying to these 
barbs. Of course, misinformation should be answered, but the TvB 
approach, wisely, is to sell the television medium aggressively and 
constructively. In so doing, it is selling the benefits of al/ advertising. 


‘ 


Cordially, Lp (uk 
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CLEVELAND 





WiTH THE BIG 
in (@) | 5 


Just a minute! THAT’S ALL IT TAKES TO CAPTURE 
NORTHERN OHIO’S BIG MOVIE-MINDED AUDIENCE “Famous on the local scene 


HERE’S WHY: 
WARNER BROTHERS...PARAMOUNT WJIW ‘TV 
204 CENTURY...UNITED ARTISTS 


Scheduled 4 times daily on Channel 8... 9:00 AM CHANNEL 8 
“Watch & Win”—1:00 PM “Star Matinee’— 5:30 PM CBS « CLEVELAND, OCHIO 
“Big Show”—11:20 PM “Nite Movie” 


Sto 1 ; 1 2 > 2 WUW-TVY WAGA-TY WSPD-TY WJBK-TY WITI-TY 
rer ‘Television ie3 me Soe Sa ee 
Om pes 
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Advertisement 


"Judging a Tv Market by Set Circulation 
Alone is like Judging a Man's 
Character by His Weight." 


Quite a few years ago, “The Saturday Review of Literature” ran a promotional 
ad in an advertising trade magazine which stays in our minds to this day. The 
theme of the ad was this: “Judging a magazine’s worth by its circulation alone is 


like judging a man’s character by his weight.” 


We paraphrased the statement tu refer to television markets, because we feel the 
principle still applies. A couple of cases in point for our own market: “The Sales 
Management Survey of Buying Power for 1958” rates St. Joseph County, Indiana, 
as the 26th county in the nation in Per Capita Effective Buying Income among 
the top 200 counties in the U. S. In addition, our St. Joseph County is 28th in 
the nation in Per Household Effective Buying Income. In the latter category for 
instance, this puts us way ahead of Los Angeles County, Dallas County. St. Louis 


County, Philadelphia County, and Dade County (Miami Beach). 


Conclusion: Just as you can’t sell shaving mugs to women, (mass distribution, 
anyway) you can’t sell much of your product to people who don’t have the money 
to pay for it. Conversely, you can sell a lot more of your product (both to new 
customers and the repeat sales that keep us all alive) when people have money 


to spend and a disposition to spend it through persuasive advertising. 


Channel 16 doesn’t reach the biggest market in the world, but our viewers have 
plenty of money to spend, and the direct line to their pocketbooks is Channel 16— 
all we want are the advertisers, and in this case three’s not a crowd, but a really 


pleasant get-together, (and we don’t mean triple-spotting! ). 










6 May 4, 1959, Television Age 





Television 
Ape 


VOL. VI NO. 26 


Publisher 
S. J. Paul 
Editor 
Art King 


Associate Editors 
Daniel Richman 


Dick Donnelly 
Don Dunn 


Assistant Editor 
Virginia Peters 
Washington Correspondent 
David Stewart 
° 
Eastern Sales Manager 
Don Kuyk 
Advertising Representatives 


Ben Rachlis 
Robert J. Kinney 


Production Director 
Fred Lounsbury 


Advertising, Sales Service 
Lee Sheridan 


Circulation Director 
H. C. Gainer 


Reader’s Service Dept. 
Marcia Krinsley 


Business Office 
G. S. Smith 


Chicago Office 
333 North Michigan 
Tel. FRanklin 2-7100 
West Coast Office 

R. J. Friedman 
5880 Hollywood Blvd. 


Los Angeles 
Hollywood 7-5625 





Member of Business Publications 
Audit of Circulations, Inc. 


TELEVISION AGE is published every other 
Monday by the Television Editorial Corp. 
Publication office: 109 Market Place, Bualti- 
more 2, Md. Editorial, advertising and cir- 
culation offices: 444 Madison Ave., New 
York 22, N. Y. Phone: PLaza 1-1122. Single 
copy: 50 cents. Yearly subscription in the 
U.S. and possessions: $7; in Canada: $8 
elsewhere: $12. Second class postage paid 
at Baltimore Md. Copyright 1959 by Tele- 
vision Editorial Corporation, 444 Madison 
Ave., New York 22, N. Y. The entire con- 
tents of TELEVISION AGE are protected by 
copyright in the U.S. and in all countries 
signatory to the Bern Convention and t 
‘he Pan-American Convention. 











an 





: 
* 


DETROIT LOOKS TO 


channel 2 for NEWS 





JBK-TV ADDS 
EVEN MORE 


PUNCH 
with nightly 


EWS ANALYSIS 





With the addition of political science authority Dr. John Dempsey “Famous on the local scene 
to WJBK-TV’s award-winning news staff, Detroit’s leadership sta- 


tion solidifies its position as the news channel in America’s fifth market. 
This 6:40-6:45 PM program feature is designed to give viewers ~ 
a broader, more comprehensive background for interpreting the 


national and international news of the day. 
WJBK-TV now has two Video Tape machines at your service CHANNEL @ DETROIT 
and is still the only Detroit station with Video Tape facilities. 
Represented by the Katz Agency 


100,000 Watts « CBS Affiliate + 1057-foot tower 
N.Y. Sales Office: 623 Madison Ave.. N.Y. 22 + PLaza 1-3940 


Storer ‘Television fe} WIOK-TY WITI-TV WAGA-TV WSPD-TVY WuW-TV 


Milwaukee Atlanta Toledo Cleveland 








The HOT SHOWS 


= MACKENZIE’S 
RAIDERS 


starring RICHARD CARLSON 


VENTURE 


starring DANE CLARK 
introducing JOAN MARSHALL 


7 SEA HUNT 


starring LLOYD BRIDGES 


HIGHWAY 
PATROL 


starring BRODERICK 
CRAWFORD 


DENVER 


KL2Z-TV 


496" 


22.6 RATING 


BEATS Zane Grey Thea- 
ter, Perry Mason, Black 
Saddle, Playhouse 90, 
Lineup, Wyatt Earp and 
many others. 


PHILADELPHIA 


WRCV-TV 


Share 


18.9 RATING 


BEATS People Are Funny, 
Lawrence Welk, Cimar- 
ron City, Desilu Play- 
house, Rawhide, Yancy 
Derringer and others. 


SAN FRANCISCO 


KRON-TV 


505° 


24.0 RATING 
BEATS Dinah Shore, 
Restless Gun, This Is 
Your Life, Cimarron 
City, Ernie Ford, Wyatt 
Earp and many others. 


BOSTON 


WBZ-TV 


312 


22.0 RATING 


BEATS Wells Fargo, Ernie 
Ford, Phil Silvers, Peo- 
ple Are Funny, Desilu 
Playhouse, Wyatt Earp 
and many others. 


MIAMI 
wrvs 


399° 


23.0 RATING 


BEATS Lawman, Gale 
Storm, Goodyear Thea- 
ter, Ozzie and Harriet, 
Steve Allen, Naked City 
and many others. 


AMARILLO 


Kvil 


Share 


19.6 RATING 


BEATS GE Theatre, Thin 
Man, Alfred Hitchcock, 
Rawhide, Phil Silvers, 
Ed Sullivan and others. 


DETROIT 


WJBK-TV 


Share 


29.2 RATING 
BEATS Alfred Hitchcock, 
Dinah Shore, Groucho 
Marx, Texan, Ed Sulli- 
van, Yancy Derringer 
and many others. 


ST. LOUIS 


KSD-TV 


4g 


27.9 RATING 


BEATS Alfred Hitchcock, 
Wells Fargo, Wyatt Earp, 
Ann Sothern, Peter Gunn, 
Ed Sullivan and many 
others. 
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CINCINNATI 


WKRC-TV 


96% 


22.7 RATING 


BEATS People Are Funny, 
Alfred Hitchcock, Yancy 
Derringer, Bob Cum- 
mings, Ann Sothern, 
Jack Benny and others. 


ROCKFORD 


WREX-TV 


i19° 


28.0 RATING 

BEATS Lawman, Black 
Saddie, Phil Silvers, Thin 
Man, Peter Gunn, Wells 
Fargo and many others. 


COLUMBUS 


WBNS-TV 


14- 


34.4 RATING 
BEATS Perry Mason, 
Sugarfoot, Red Skelton, 
Danny Thomas, Peter 
Gunn, Wanted - Dead or 
Alive and many others. 


RALEIGH - DURHAM 


Ls 


28.0 RATING 


BEATS Lawman, Danny 
Thomas, This is Your 
Life, Texan, Trackdown, 
Ozzie and Harriet and 
many others. 

















CHARLOTTE 


WBTV 


49.8% 


29.3 RATING 


BEATS Phil Silvers, 
Texan, Thin Man, Wyatt 
Earp, Ozzie and Harriet, 
Groucho Marx and many 
others. 


CLEVELAND 


KYW-TV 


318° 


19.0 RATING 


BEATS Wanted - Dead 
or Alive, Gale Storm, 
Phil Silvers, Ann Soth- 
ern, Cimarron City, Ed 
Sullivan and _ others. 


SAN DIEGO 


KFMB-TV 


338 


30.5 RATING 


BEATS Rifleman, 77 Sun- 
set Strip, Cheyenne, 
Wyatt Earp, Real Mc- 
Coys, Lawman and many 
others. 


HANNIBAL - QUINCY 
WGEM-TV 


336 


36.8 RATING 


BEATS Black Saddle, 
Rawhide, Steve Allen, 
Yancy Derringer, Garry 
Moore, Thin Man and 
many others. 














BATON ROUGE 


WBRZ-TV 


163° 


47.7 RATING 


BEATS Have Gun - Will 
Travel, Perry Como, Mil- 
lionaire, Lineup, Yancy 
Derringer, Danny Thomas 
and many others. 


SOUTH BEND-ELKHART 
wsiv 


Share 


20.5 RATING 


BEATS Groucho Marx, Ed 
Sullivan, D.A.’s Man, 
“M" Squad, | Love Lucy, 
Naked City and others. 


CHICAGO 


WNBQ 


Share 


28.8 RATING 
BEATS Wagon Train, 
This Is Your Life, Play- 
house 90, Alfred Hitch- 
cock, Ed Sullivan, Wyatt 
Earp and many others. 


SEATTLE - TACOMA 


KOMO-TV 
Ah 3% Share 
29.2 RATING 


BEATS Peter Gunn, Perry 
Como, Alfred Hitchcock, 
Ernie Ford, Wells Fargo, 
Wyatt Earp and many 
others. 


RATINGS SHOWN ARE ARB, FEB. or MAR. '59 














ATLANTA 


WSB-TV 


B7K% 


24.3 RATING 


BEATS Danny Thomas, 
Rawhide, Red Skelton, 
GE Theater, Black Sad- 
die, Ann Sothern and 
many others. 


G. RAPIDS-KALAMAZOO 
WKzO-TV 


= | 421 


25.0 RATING 
BEATS Lawman, Peter 
Gunn, Phil Silvers, Zor- 
ro, Patti Page, Buckskin, 
and many others. 


a MISS. 


Share 
34.5 RATING 
BEATS Steve Allen, 


Desilu Playhouse, Perry 
Como, Maverick, Wells 
Fargo, Playhouse 90 and 
many others. 


The Ziv man in 
your market 
can show you 
how to profit 
from using 
one of Amer- 
ica’s GREAT 
selling forces 
..a Ziv Show! 








ome from ZIV! 


BIRMINGHAM 


WBRC-TV 


590° 


38.8 RATING 
BEATS Lineup, Wells 
Fargo, December Bride, 
Perry Mason, Wagon 
Train, Peter Gunn and 
many others. 


DAVENPORT-R. ISLAND 
WHBF-TV 


552" 


18.3 RATING 


BEATS Ellery Queen, Pat 

me, Arthur Murray 
Lawman, Donna 
i Page and 


many others. 





JACK GROSS, Vice- 
President, American 
Research Bureau, Inc. 


ARB, in compiling na- 
tion-wide ratings, uses 
a viewer diary kept in 
the home. These diaries 
are the reliable source 
of many Ziv ratings 
shown here. 












including television stations: 


W.-T E N CHANNEL 10 


Albany — Troy — Schenectady 


WTVD CHANNEL 11 


Raleigh — Durham 


Canital 
Cj tips WPRO “TV cuanne 12 


Television 
Corp. 


announces 





and radio stations: 


WROW 2:0 x. 


Albany — Troy — Schenectady 


WPRO 620 Ke. 


Providence 





the opening 


of 


NEW YORK HEADQUARTERS 
65 EAST 55TH . 
PLAZA 2-1750 | P ae hath 


PRESIDENT 
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Does Pilot Work Against Series Sale? 


Does a pilot film of a projected tv series have some 


built-in limitations which work against its sale? Henry 
(. Plitt, newly appointed president of ABC Films, thinks 
so. Mr. Plitt feels that a pilot should be made from the 
second or third script of a series when the story can be 
told directly. “Every pilot made almost always has this 
one serious weakness: too much time is spent in develop- 
ing the character and distinguishing him from a type.” 
Mr. Plitt is convinced that this is the reason most pro- 
ducers have libraries of unsold pilots. Answer: offer a 
script of the first episode and make a film of a more 
typical program in the series. 


Crosley. Pushes Color 

Newest and biggest boost for colorcasting by the color- 
minded Crosley stations will bring 12 Cincinnati Redlegs’ 
Saturday and Sunday baseball games in full color to 
viewers of Crosley’s WLW-T Cincinnati and WLW-D Dayton. 
Nine games will be carried on WLW-C Columbus. WSAZ-TV 
Charleston-Huntington will also carry the full schedule. 
The Crosley group is putting $200,000 into a promotion 
campaign for the colorcasts. 


Midwest Gasoline to Test 

A one-year test campaign is scheduled to begin June | 
for the Lion Oil Division of Monsanto Chemical Co., 
which recently moved from Ridgeway Advertising io 
French & Shields, Inc., St. Louis. The test will reportedly 
alternate video schedules with print in midwestern mar- 
kets where the firm has gasoline distribution. Frequencies 
and length of placements will vary as the agency aims for 
best results in each medium. Markets are Little Rock, 
Pine Bluff, El Dorado and Camden, Ark.; Nashville, Co- 
lumbia, Memphis and Jackson, Tenn.; Jackson, Yazoo, 
and Tupelo, Miss.; Alexandria and Monroe, La. Media 
manager Arthur Prell is the contact. 


Continued. Ty Growth Seen 

“Motion-picture companies,” says the authoritative 
Value Line Investment Survey, “are invading, in most 
cases successfully, the rival domain of television. The rapid 
growth of television advertising suggests that this will 
prove an increasingly lucrative field for the film makers. 
Although television has already attained a 90-per-cent 
saturation of American homes, the industry, as an eco- 
nomic entity, is expected to show substantial further 
growth. American advertisers will probably continue to 
channel a large portion of their promotion dollars to this 
medium. One of the most encouraging signs in this respect 
is that during the last year or so, even under severe and 
organized public attacks by magazines and newspapers, 


television has managed to show larger year-to-year in- 


WHAT'S AHEAD BEHIND THE — Te J e - S Co Dp e 


creases in advertising revenues than any other medium.” 


Scenic Artists Get Pay Raise 

The recently concluded agreement between the scenic 
artists (Teamsters Union) and the Film Producers Asso- 
ciation of New York has resulted in a several-dollars-a-day 
increase in costs. Scenic artists, under the new agreement, 
now get $50.54 a day, as compared to $47.10 a day under 
the old contract. Scenic designers now get a minimum of 
$70 a day, and costume designers must now be paid $55 
a day. The FPA will hold its annual dinner this year on 
May 19 at the Hotel Plaza, at which people who have 
done the most to advance independent production in New 
York will get special recognition. 


The ‘Post’ and Television 

While The Saturday Evening Post is one of the maga- 
zines currently running an anti-television advertising cam- 
paign, editorial content continues to feature tv stories and 
stars. High opinion of tv’s impact seems indicated in the 
fact that editorial promotion now being shown across the 
country features James Garner as its central figure. In 
it tv’s Bret Maverick argues from the screen with Post 
executive Bob Hiils, who points out that after the maga- 
zine ran an article on Maverick the program’s rating 
jumped from 29.8 to 34.4. While no connection was noted 
by Mr. Hills, the fact that the Post ran stories on several 
tv personalities during the year might also have been 
tied to its widely touted six-million circulation climb. 


Everybody’s in the Stamp Act 

A new trading stamp using local spot in the St. Louis 
area reportedly intends to move into other markets, but 
is meeting with difficulties due to state laws governing 
insurance firms. The stamp—called P.I.P. (for Purchaser's 
Insurance Plan)—redeems filled booklets for insurance 
policies. The issuing company plans to promote another 
stamp which would be aimed ‘at juvenile buyers and 
would be redeemable for toys. It’s highly likely such a 
deal will use kid programs on a market-by-market basis. 
Gardner Adv. Co., Inc., is the agency. 


NTA Looks To Overseas Tape 

Look for National Telefilm Associates to conclude a 
production agreement with Intercontinental Television, 
S. A., overseas tape producers. Intercontinental, set up io 
service American tv producers in foreign areas with its 
tape facilities, is understood to be ready to make pilots 
of programs for NTA, which has made a considerable 
investment in tape domestically. In addition, episodes of 
tape shows telecast by wNTA-TV Newark and aimed for 
syndication (Mike Wallace Interviews, Alex in Wonder- 
land) might be made overseas with its facilities. 
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The George Foster Peabody Award 
presented to ‘“‘The Blue Fairy’’, 
WGN-TV, as the nation’s outstanding 
program for children during 1958. 


WGN-TV— 
only TV station 


to win a 
Peabody award 
in 1958! 


The citation reads: “‘An imaginative and enchanting series, which, through live 
acting, puppetry and narrative, brings to magic reality the most enduring of 
children’s stories. It is noteworthy that, despite nominations of network programs, 
this award goes to a program series telecast live and in color by an independent 
station in Chicago—WGN-TV.” 


WGN-TV is proud to have won this award. Its winning adds to a vast store 
of proof that WGN-TV’s policy of quality programming presented with integrity 
results not only in industry recognition but in audience growth and loyalty as well. 


WGN-TV originates more live and color programming than all other Chicago 


stations combined, and is dedicated to providing the finest programming and 
quality community service to the great Chicago market. 


\ i) WGN: “Tv channel 9 


441 North Michigan Avenue ¢ Chicago 11, Illinois 











Tv Subject to Criticism 

... your special issue of TELEVISION 
" MOB... 
done by commercial stations in the 


reports the fine work being 


public-service field. All media of com- 


AUTOS! 


. .. the Beaumont-Port Arthur-Orange 
market is 90th in the 
. 5th in Texas* in 
automotive sales. And only 
KFDM-TV delivers this entire area 
of over 1 million prosperous 
Texans. For Auto Sales 


Nation* . 


‘ 


KFDM-TV 


*§. M. Survey of 
Buying Power, Jo ene 





munications, like persons in public 
office, one might suppose, are subject 
to criticism which may or may not be 
justified by the facts. Most certainly 
the television industry should be com- 
mended for donating so much time 

and talent to such programs. . . . 
Estes KEFAUVER 
United States Senate 

Choosing a Career 

We appreciate very much your per- 
mission to reprint the article, “Crew 


Buy 





\PORT ARTHUR 





See PETERS-GRIFFIN-WOODWARD, INC. 
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Behind the Crawl,” from the Dec. 15, 
1958, issue of TELEVISION AGE. You 
will find enclosed several copies of the 
reprint, which we included in our 
Chronicle Guidance Service and sent 
to high schools throughout the coun- 
try. You can be assured that this ma- 
terial is welcomed by counselors, who 
use it with students attempting to 
make intelligent career choices. . . . 
CoRINNE FREDENBURG 

Editor 

Chronicle Guidance Publications 


Moravia, N.Y. 


Western Research 


I am writing a research paper on 
It has been 


brought to my attention that TELEVI- 


television westerns. 

SION AGE carried an excellent article 

entitled “Tv Westerns” . . . could you 
send me a copy? 

THELMA RICHMOND 

Concord College 

4thens, W.Va. 


Note: The article on westerns appeared in 
TV AGE Oct. 20, 1958. It was later condensed 
and appeared in the January issue of Read- 
er’s Digest with credit to TV AGE. 


Public Service 


. you did an excellent job in 
presenting the story of what tv sta- 
tions are contributing in time, money 
and effort. 

DonaLp PorTER LENOX 
Director of Public Affairs 
weau-Tv Philadelphia 


F&S&R 


.... the article about Fuller & 
Smith & Ross . . . was very well done. 
Byron H. McKinney 
Vice President 
Tv-Radio Production 
Fuller & Smith & Ross 


Bank Use of Tv 


I would like to compliment you on 
the most interesting article of March 
9th about banks using television. This 
material, we find, is a big help getting 
new banks into the medium. . . . We 
would like to get some reprints. . . « 

Jack L. SILVER 
Western Representative 
Christensen-Kennedy Productions 


North Hollywood 
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Green Bay, Wisconsin 
delivers 6,000,000 
eyes and ears 
May 4, 1959, Television 
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" ra te IEFF'S COLLIE 


© Lessie Programs, inc. 1959 


the sponsor’s best friend 


LASSIE 

is still 

outstripping all competition 
in its sixth 

record-breaking year 

on the network. 


As JEFF’S COLLIE, it is 
the best friend too 
of the local sponsor. 


Now the SECOND YEAR 
of JEFF’S COLLIE 


is available locally. 


For your market, 
wire or phone collect today. 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 MADISON AVENUE « NEW YORK 22 «© PLAZA 5-2100 














A Chicago publisher commissioned well-known 
photographer Robert Yarnall Richie to make 
Robert Yarnall Richie an industrial film. Included in the shooting 


schedule was one scene that normally would 


saved $3000 require ten 10 KW spots, ten 5 KW spots, six 


broads, six deuces and seven 750’s for proper 


using Super Anscochrome -aymination. 


A meter reading indicated that Super Ansco- 
chrome® (Exposure Index 100) could record the 
picture without use of lighting equipment. Mr. 
Richie used Super Anscochrome thus saving 
about $3000 in lighting costs for this scene. 
Result? Happy client, delighted Mr. Richie. 
Why don’t you contact your local Ansco repre- 
sentative. He will be glad to show you how 
Super Anscochrome reduces costs and provides 
versatility. Ansco, Binghamton, N. Y., A Di- 
vision of General Aniline & Film Corporation. 
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Business barometer 


local billings in February showed the biggest gain ever recorded in that month in 
the five years Business Barometer reports have been made. At the same time, 
network business 
showed a decline. LOCAL BUSINESS 


Feb Mar Apr May June duly Aug Sept Oct Nov Dec Jan Fet 








The national survey shows that 
local was up 4.3 per 
cent in February over 
that in January. Net- 
work for the same 
period was off 3 per 
cent. 
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A comparison of February local 
business with that 
billed in the same 
month in 1958 shows a 
gain of 12.5 per cent. 
Network was up 6.5 per 
cent over that a year 
ago. 





60 





A February up 4.3 per cent over January 
4s mentioned above, the local B Feb. 1959 up 12.5 per cent over Feb. 1958 
gain was greater than 


had been expected. In fact, local billings have shown a loss in February 
over that in January for the past two years. 











The record for February local as compared with January starting in 1954 shows: 1954 
up 1.6 per cent, 1955 
up 1.7 per cent, 1956 NETWORK BUSINESS 
a gain of 2 per cent, Feb. Mar. Apr. May June July Aug. Sept. Oct, Nov. Dec, Jan. Fet 
1957 a loss of 0.8 per 
cent and 1958 a loss 
of 6 per cent. 
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Comparing network sales for 
February with those in 
d January shows: 1954 a 
x gain of 3 per cent, 
1955 down 1.7 per 
cent, 1956 up 2 per 
cent, 1957 off 6 per 
x cent and 1958 off 6.9 
e per cent. 





neo 
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y Charts on this page make com- 
parison of trends for 
the past three years 


easy. A February down 3 per cent under January 
- B Feb, 1959 up 6.5 per cent over Feb. 1958 











y Upturns in all three divisions 
S —local, national spot, network—of television billings are expected to be 

- reported for March. Last year local billings gained 11.8 per cent in March, 
national spot increased by 13.8 per cent and network was up 9 per cent. 
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WILX-TV’s 8 signal area, which includes Michigan's GOLDEN TRIANGLE 


of Jackson, Lansing and Battle Creek, ranks as the 


1" LARGEST 


POPULATION MARKET IN THE NATION* 


*(Based on SRDS Consumer Market Data) 


1 New York 6 San Francisco-Oakland 
2 Chicago 7 Boston 

3 Los Angeles 8 Pittsburgh 

4 Philadelphia 9 Washington D.C. 

5 Detroit 10 _—s St. Louis 


11 BS 







and... 


the bulk of this buying population 
(Jackson, Lansing and Battle Creek 
—the Golden Triangle) receives a 


CITY GRADE SIGNAL FROM 


WILX-TV 


Only WILX-TV can offer such powerful coverage in this rich, heavily populated market! 


RIGHT NOW... is the time to contact 
VENARD, RINTOUL & McCONNELL, INC. 


for complete market information 


WILX-TV 


CHANNEL SERVING MICHIGAN'S 
10) GOLDEN TRIANGLE 
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Number of spot advertisers again sets high . page 21 


CBS achieves new all-time business peak . . page 96 


“Nothing-but-commercials”’ show proposed . . page 96 


More Advertisers in Spot 

Last year 1,341 different advertisers 
spent $20,000 in national and region- 
al spot television, according to final 
reports just released by the Television 
Bureau of Advertising. 

In 1957 this total was 1,287 and 
the year before only 1,206, figures 
which indicate the growing confidence 
which advertisers place in flexible spot 
tv. 
While the number of spot adver- 
tisers was increasing, the total volume 
was growing even more rapidly. In 
1958 spot advertisers spent $511 mil- 
lion in national spot. In 1957 the total 
was $448 million, while in 1956 it 
was estimated at $398 million. 

The growing totals are swelled not 
only by the increase in the number of 
advertisers but by the fact that most 
advertisers who have used spot in the 
past are using more ads for the prod- 
ucts already introduced to tv and 
adding new products to the tv list. 

In 1958 there was a growing use 
of daytime and late-night television 
by spot advertisers. According to TvB, 
division of the total shows daytime 
with $183 million (35.7%), night 
with $273 million (53.4%) and late 
night with $56 million (10.9%). A 
year ago these totals were daytime 
$145 million (32.3%), night $259 
million (57.8%) and late night $44 
million (9.9%). 

Announcements, too, showed an in- 
crease with $372 million (72.7%), as 
did ID’s with $57 million (11.1%), 
while programs showed a decrease in 
percentage with $83 million (16.2%). 
In 1957 announcements totaled $312 
million (69.6%), ID’s $49 million 
(10.9%) and programs $87 million 
(19.5%). 

In 1958 13 advertisers spent $5 mil- 
lion or more in spot, while only 11 
spent this much in 1957. The °58 list 
includes Procter & Gamble, $33.8 mil- 


lion; Lever Bros., $16.6; Adell Chem- 
ical, $12.3; General Foods, $11.0; 
Colgate-Palmolive, $11.0; Brown & 
Williamson, $9.4; Continental Bak- 
ing, $9.2; Warner-Lambert, $8.8; 
Miles Laboratories, $7.9; American 
Home Products, $7.3; P. Lorillard, 
$6.7; International Latex, $5.7, and 
Carter Products, $5.2. American 
Home Products, Lorillard and Latex 
did not appear on the $5-million list 
a year ago. 

Largest individual brand adver- 
tisers included Lestoil, $12.3 million: 
Maxwell House coffee, $5.3; Alka- 
Seltzer, $5.3; Anahist, $4.7; Zest 
beauty bar, $4.5; Viceroy cigarettes, 
$4.2; Robert Hall clothes, $4; Kent 
cigarettes, $3.9; Colgate dental cream, 
$3.8; Coca-Cola, $3.7; Jif peanut but- 
ter, $3.7; Texize, $3.6; Liquid Ivory, 
$3.4; Wonder bread, $3.4; Shell gas 
and oil, $3.3; Pepsi-Cola, $3.2; Pepso- 
dent, $3.1, and Parliament cigarettes, 


$3.0. 


Promotion Jack Pot 

Imagination, ingenuity and hard 
work sometimes pay big dividends in 
promotion. A recent outstanding ex- 
ample is found at KDKA-TV Pittsburgh, 
which bought the Paramount film li- 
brary and was looking for a way to 
promote it. 

Going through the list of films, gen- 
eral manager Jerome R. Reeves and 
promotion manager David N. Lewis 
hit on an idea. One of the films in- 
cluded is The Great Victor Herbert, 
the same Victor Herbert who, from 
1898 to 1904, conducted the Pitts- 
burgh Symphony and lived in the 
colorful Greenwich Village of Pitts- 
burgh—Shadyside. 

That was the beginning of an idea 
which snowballed with the help of the 
Shadyside Chamber of Commerce, 
merchants and residents. Prizes were 


offered for the best window display, 


THE WAY IT HAPPENED N £ WS fr on t 







and every Walnut Street merchant 


offered enthusiastic cooperation. 
Shadyside’s theatre was rented and 
500 area advertising executives were 
invited to see the MCA film. 
All kinds of conveyances were 
drafted to lend the festivities authen- 






ticity. Here KDKA-TV sales manager 
John Stilli (he has since left KpKa-Tv 
to join Westinghouse’s new Television 
Advertising Representatives), left, 
greets Mr. and Mrs. Robert Quaid, of 
Smith, Taylor & Jenkins and Mr. and 
Mrs. L. C. Thompson, of Wasser, Kay 
& Phillips as they pose with a bicycle. 


In the surry are Mr. and Mrs. Wil- 
liam Phillips (he’s media director of 
Ketchum, MacLeod & Grove) being 
greeted by KDKA-TV account executive 
Bill Kelly. 

Each guest received a souvenir 
Victor Herbert ash tray and was en- 
tertained at one of the eight gaily 
decorated taverns on Walnut Street 
which participated in the contest. An 
inscribed plaque was placed on the 
Shadyside home where Herbert lived 
during the six years in Pittsburgh. 

(Continued on page 96) 






May 4, 1959, Television Age 2] 








. . é’ \ 
a = yn. ‘ e 
a) 


4 


= * MEDICS ? 
NEW 








an, <7 Snes 





OPERATION 
A TRIUMPH 


Right from the start, MEDIC in syndication sewed up its 
time-period on a once-a-week basis. After 2 prize-winning 
network years it leads in market after market, coast-to-coast. 


One question remained—could MEDIC operate successfully 
across-the-board? The answer is now at hand: 


In 3-station Miami, MEDIC beat all 7:00 p.m. Monday com- 
petition for ten straight months, with a 50% ARB average 
share. This February, WT VJ moved it to 1:00 p.m., Monday 
through Friday. Now MEDIC, in its third run, outstrips its 
competition all week long with a 56% share-of-audience— 


an increase of 51% over the program formerly in that slot! 
In 4-station San Francisco, KRON-TV plays MEDIC across 
the-board at 9:00 a.m. Again, it tops its time-period, it 
41% share more than doubling that of the show it replacel! 
Atlanta, Las Vegas, Texarkana—small market and large- 
MEDIC is making its mark across-the-board. It began th 
Monday-through-Friday run on WJZ-TV in Baltimore 
April 13. And Philadelphia’s WFIL-TV has signed to star 
it siz times a week. 


The operation’s a success. Now let’s get down to cases with you 


VICTORY PROGRAM SALE 


A DIVISION OF CALIFORNIA NATIONAL PRODUCTIONS, INC. * Canadian Representative: Fremantie of Canada, lt 





hat slot! 


altimo: 
| to start 


Ww" just a few exceptions, network pro- 
gramming this summer will be a reca- 


pitulation of the past season, and, to the extent 


that the past season imitated previous ones, hot- 
weather shows this year will amount to something 
of a reprise, or a history of television itself. 
For the nostalgic, the familiar schedules will 
be a delight; for the partisans of innovation and 
change, the program logs will probably be remi- 
niscent of their first grade-school catechism. 
That is to say that viewers throughout the 
summer will be able to see repeated episodes of 
such standards as ABC-TV’s Maverick, Naked 
City and 77 Sunset Strip; CBS-TV’s Father 
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forecast 


At least nine new network 
shows scheduled, but reruns 


will again predominate 


Knows Best, Alfred Hitchcock Presents and Gun- 
smoke, and NBC-TV’s Dragnet, Peter Gunn and 
Cimarron City. Another way of looking at the 
season, rather than counting the number of re- 
peats to be shown, is to look at the new programs 
that will be offered. A breakdown would read 
like this: ABC-TV, one; CBS-TV, five; NBC-TV, 
three. 

Film and, to a certain extent, tape make the 
re-runs possible. A desire on the part of some 
sponsors to maintain identification with a pro- 


‘ gram or personality makes the continuance of 


live programs possible throughout the warm 
weather. This desire also supports re-runs. 








The nation’s viewing habits in a 
sense dictate the use of repeats 
throughout the summer. Although the 




























gap between winter and summer view- 

ing has been closing over the past few 

years, there is no question but that 

there is a drop in audience in warm 

weather and a consequent reluctance 

<3 to introduce or continue new pro- 

gramming. Filmed repeats, with their 
low cost, have been the answer. 

The question remains, however: 

how do these repeats in prime time 

affect the viewer? Are they less ac- 

ceptable than new programming, less 

acceptable than fresh stanzas of 


known properties? 


It would appear 
that on a share basis re-runs can hold 
their own, according to some tentative 
conclusions reached by the A. C. Niel- 
sen Co., which is currently completing 
a new study of re-runs as against 
originals. 

Preliminary findings show that in 
terms of share of audience re-runs do 
well in the summer compared to the 
originals telecast during the regular 
season. (Only share figures are mean- 





CBS-TV’s Andy Williams 


Texas Rodeo opened on NBC-TV 














eats 
the 
iew- 
few 
that 
arm 
ance 
pro- 
heir 


liel- 
ting 
inst 


t in 
: do 

the 
alar 
~an- 








ingful since sets-in-use are lower in 
the summer.) The originals get a 
slightly better share, the survey in- 
dicates, but since their costs are high- 
er, a re-run is still a valuable invest- 
ment for an advertiser. Surprisingly, 
summer replacements do not do as 
well as summer repeats on a share 
basis, Nielsen also found. These few 
conclusions may account in part for 
the large number of repeats that are 
shown throughout the warm weather. 

A film re-run analysis done by Niel- 
sen during the 1954-55 season reaches 
similar conclusions. That study found 
that total homes reached by the aver- 
age re-run was 26 per cent lower than 
that of the original, but since the 
potential audience was lower, the drop 
could be attributed to the difference in 
season. Average minutes of viewing 
per home reached (less affected by 
season) for re-runs was only seven 
per cent lower than originals, indi- 
cating that there is but a small differ- 
ence in effectiveness between the two. 

That analysis found that the aver- 
age rating for the original was 30.2, 


The Jimmie Rodgers Show premiered in March 


while the re-run got a 22.3. The gap 
closed in terms of average minutes 
viewed, with the original getting 25.3 
minutes and the re-run 23.6 minutes. 

In terms of homes reached during 
the average minute of telecast the rat- 
ing of the re-run was 31 per cent 
below that of the original. But since 
a normal seasonal drop is a crucial 
factor here, Nielsen made a compari- 
sion based on share of audience and 
found that share-of-viewing activity 
gained by the re-runs was only five 
per cent lower than that achieved by 
the originals. 

Conclusion: although audience 
levels are seasonably lower for re- 
runs than the originals, “the inherent 
strength of the re-runs as indicated by 
share and average minutes of viewing 
shows no appreciable difference from 
the original telecast.” 

In this 1955 study share of audi- 
ence was 46.5 for the original, and 
44.0 for the re-run. 

Nielsen also found that audience 
levels are not affected adversely be- 
cause of the use of film re-runs. This 








was done by selecting a group of 
shows which did not use repeat films, 
chosen so that their six-minute audi- 
ence approximated as nearly as possi- 
ble the average of the original tele- 
casts. As noted above, re-runs were 
off 26 per cent in comparing six- 
minute audience with original tele- 
casts. On this same basis Nielsen 
found that non-re-run groups were off 
29 per cent, comparing summer to 
winter. 

Re-runs, which were seven per cent 
lower in average minutes of viewing 
than the originals, actually topped 
non-re-run shows in the summer, since 
these were nine per cent lower in the 
warm weather than in the winter. The 
figures seem to indicate that it just 
doesn’t matter—audience levels will 
remain the same and are obviously 
not hurt by the programming of 
repeats. 

Nielsen documented this in the fol- 
lowing fashion: average rating for the 
original, 30.2, and a 22.3 for the re- 
run; for the non-re-run, 31.7 in the 


winter, 22.6 in the summer. In terms 



































of average minutes: original, 25,3 
minutes, re-run, 23.6 minutes; non- 
re-run, 33.6 minutes winter, 30.6 min- 
utes summer. 


a aes &S ww 


This same close relationship be- 


tween film re-runs and non-re-run 

shows existed in a Nielsen compari- 
— sion of average audience and share of 
audience. The audience during the 
average minute of the re-runs is 3] 
per cent lower than the average audi- 
ence of the originals. But non-re-run 
shows programmed in the summer fell 
in a comparable manner from the 
winter telecasts: their average audi- 
ence was 33 per cent lower. 

In terms of share of audience the 
re-runs, as noted above, were five per 
cent lower than the originals, while 
summer telecasts of non-re-runs, Niel- 
sen found, were two per cent lower 
than winter telecasts—another indica- 
tion that repeat films have no signifi- 
cant effect on audience levels. 
Nielsen shows this in its 1955 study 





Re-runs of Cheyenne will be seen this summer 


Peck’s Bad Girl, a new CBS-TV show 


NBC-TV’s The Lawless Years 
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in the following manner: in terms of 
average audience, the original telecast 
achieved a 27.3, while the re-run got 
an 18.9; non-re-runs in the winter had 
an average of 26.4, falling in the sum- 
mer to a 17.6. In terms of share, the 
original got 46.5 per cent, while the 
re-run got 44.0 per cent; the non- 
re-runs in the winter averag2d 40.7 
and in the summer 40.0 per cent. 

All of the above is an indication 
that use of repeats is economically 
sound. In terms of quality it should 
be pointed out that at least theoreti- 
cally a re-run can be superior to an 
original. And repeats of memorable 
shows frequently can generate more 
viewer interest than the prospect of 
an unknown program. 

This summer season will not be 
very different from others. It will of- 
fer, however, several new programs 
which might very well find a relatively 
permanent niche in network schedules. 

At press time, CBS-TV appeared to 


have the greatest number of original 
programs running through the sum- 
mer. On Tuesday night the network 
is introducing Peck’s Bad Cirl, a situ- 
ation comedy starring Patty McCor- 
mack and Wendell Corey, which re- 
places The Arthur Godfrey Show, 
9-9:30 p.m. Also on Tuesday night, 
The Andy Williams Show, a live musi- 
cal-variety program, will replace The 
Garry Moore Show from 10-11 p.m. 

Official Films’ The Invisible Man, 
which started last fall and was 
dropped, will be presented in the 
7:30-8 p.m. time slot on Thursdays, 
replacing | Love Lucy. 

On Friday evening CBS-TV will 
move Rawhide to a 7:30-8:30 p.m. 
period (from the 8-9 p.m. time slot) 
and will place Ziv’s The World of 
Giants, a kind of science-fiction fan- 
tasy, in the 8:30-9 p.m. opening. Your 
Hit Parade, programmed from 7:30- 
8 p.m., will be dropped. Person to 
Person, telecast from 10:30-11 p.m. 





on Fridays, will be replaced by Ted 
Mack’s Amateur Hour. 

On Saturday evening The Blue 
Men, a police drama starring Edward 
Binns and James Broderick, will go 
into the 9-9:30 p.m. time slot, replac- 
ing The Gale Storm Show. CBS-TV’s 
Sunday evening schedule will remain 
substantially the same, except that the 
7:30-8 p.m. period is still tentative 
Bachelor Father, which alternates 
with The Jack Benny Show, has 
moved to NBC-TV, and it was not 
clear at press time whether the Benny 
show would be continued throughout 
the summer. 

NBC-TV has already introduced 
California National Productions’ The 
Lawless Years on Thursdays, 8-8:30 
p.m., and fresh episodes of this series 
will run through the summer. Also on 
Thursdays a new live program, Texas 
Rodeo, has replaced Jefferson Drum, 
7:30-8 p.m. Too Young to Go Steady, 


(Continued on page 95) 


Filmed repeats of Lawman will be presented by ABC-TV throughout the summer 
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Drugstores 


Both chain and independents 





find television ideal promotion medium 


for their expanding departments 




















































_ perewn is the best medium with 
which to introduce a new product, 
a recent survey of drug dealers in 
all parts of the United States re- 
vealed. At the same time, they agreed 
that it is necessary for the manu- 
facturer and distributor to keep up 
their television advertising if demand 
for the product is to be kept at the 
maximum, 

Although drugstores rely most 
heavily vn national advertising of 
the products they sell, some of the 
more aggressive independent dealers, 
as well as several of the chains, «re 
finding that local and regional iv 
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can pay off as well. 

In 1957 national spot advertising 
of drug products totaled nearly $38 
million, and last year it was even 
higher, according to incomplete re- 
ports. In addition, network advertis- 
ing of drug products passed $46 mil- 
lion in 1957. While no figures are 
available for television advertising by 
the local drugstore, a check shows 
that it is definitely on the increase. 

Since drugstores have expanded 
into so many departments, their vol- 
ume of business compares favorably 
with that of the more conventional 
department store. Like the depart- 
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ment store, they are traditionally 
newspaper advertisers, and television 
station sales executives are finding it 
necessary to educate some managers 
in the use of the newer medium. 
One factor which is favorable to 
the change is the fact that many of 
the manufacturers of drug products 
and products sold in drugstores have 
co-op plans which can be used for 
tv advertising. Another is because 
store owners have found products 
advertised nationally on tv are among 
their best sellers. Examples of this 
are Bufferin and Anacin, now best 
sellers, while older brands of aspirin 








ah 6 


// 


ly 


ng 








est 
rin 












which have not had the advantage 
of tv exposure sell slowly. 

Another plus for television is the 
experience of the Rexall Drug chain, 
which, under its marketing director, 
Melvin J. Erickson, has turned from 
magazines to network television, 
sponsoring spectaculars on NBC-TV. 
Second largest drug chain in the 
country (next to Walgreen), Rexall 
has some 160 stores in operation. 
Sales totals were up in 1957 and are 
expected to make a good record for 
1958. 

In the last quarter Rexall stores 
in more than 20 markets were buying 
tie-in television on a local basis. 
Among these markets were Birming- 
ham, Tucson, El Dorado, Jackson- 
ville, Tampa, Champaign, New 
Orleans, Portland, Grand Rapids, 
Great Falls, Las Vegas, Rochester, 
Greensboro, Greenville, 
Burlington, 


Syracuse, 
Knoxville, Beaumont, 


Green Bay and La Crosse. 


Can’t Beat Tv 


Bray and Jordan Pharmacies of 
Austin have used television consis- 
tently for the past 
because, as Russell Lindsay, mer- 


three years 
chandising manager, expresses it: 
“Television is the medium we use 
when we want to be sure our mes- 
sage gets across. For building up a 
department, like prescriptions, you 
can’t beat television for a direct pres- 
entation to the home.” 

Bray and Jordan has been a con- 
Cur- 
rently the eight stores are sponsoring 
the Paul Bolton News (6:15-6:30 
p.m., Tues.) on KTBC-Tv Austin. The 
program 


tinuous television advertiser. 


allows time for a _ one- 
minute and a 20-second commercial. 
The minute is used for merchandis- 
ing items sold by the stores and the 
“20” for the prescription depart- 
ment. 

Bray and Jordan has sponsored 
the Central Texas News (7:25-7:30 
a.m.) and the Who’s News program 
(7:55-8 a.m.), both on KTBC-Tv. Dur- 
ing football season they sponsored 
Bexel Scoreboard, a rundown of 
and college football 


scores on Saturday afternoon. The 


high-school 


drugstores used a series of live pres- 


entations featuring cosmeticians from 
each of their eight outlets and a series 
of prescription spots featuring old- 
time drug remedies in an “It’s a 
Fact . . .” series. 

While the Bray and Jordan tele- 
vision schedule varies according to 
season, they use at least one program 
all of the time. Annual budget is in 
the neighborhood of $10,500. 


Catches Male Shopper 


“We discovered that men are im- 
pulse buyers in a drugstore,” says 
Horace Gregory, owner-manager of 
Sav-Mor Drug in the Trempers Shop- 
ping Center, Missoula, Mont. “We 
therefore set out to capture the male 
drug shopper with adjacencies to 
his type of tv program. It has proved 
most successful.” 

Sav-Mor Drug buys spot adjacen- 
cies to local and national sports 
events on KMSO-TV Missoula. Gener- 
ally these total about three each 
week, although sometimes more or 
less are used. Each spot features an 
item that would appeal 
shoppers. 

One spot which featured fishing 
poles sold out the entire stock the 
next day. Other impulse-type items 


to men 


have been featured with comparable 
success, according to Mr. Gregory. 

The store’s television budget is 
about $350 per month. 


Rexall Co-op 
More than 30 Rexall stores in the 


three states of Maine, New Hamp- 
shire and Vermont have combined to 
sponsor 12 one-minute spots a week 
on wMTw-tv Mt. Washington-Port- 
land. 

The schedule has running 
since April 1958 with such success 


I seen 


that the group has commented re- 
peatedly on increased sales volume 
and their: general satisfaction with 
the television advertising. 

The cooperative effort of the stores 
is paid for on a pro-rata basis, total 
cost reaching a figure of more than 
$12,000 annually. 


Since 1954 


The seven-store Neil-Simpson Drug 
(Continued on page 45) 


Selling with Tv 


Eckerd Drugs of Florida, St. 
Petersburg. Arch Reagin, director 
of advertising. Sponsoring a feature 
film each week in Class A time on 
wsuN-TV St. Petersburg. In addition, 
the store uses Class AA and Class C 
announcements, a minimum of 10 
each week. Advertising director Rea- 
gin says the store is enjoying excel- 
lent results. These results are checked 
daily, since item advertising and 
price specials are featured. A station 
check of 2,000 customers indicated 
excellent coverage and customer ac- 
ceptance. 


Grand Pharmacy of Clarksburg, 
W. Va. Robert Conrad, 
Buys 20-second spots in middle break 
of The Perry Como Show on wBoy-Tv 
Clarksburg. Mr. Conrad points to 
many new names on his prescription 
people who 
brought to the store by tv. The store 
started with a small spot schedule 
featuring its free delivery and pre- 
scriptions. Today it has a 52-week 
contract. Annual budget is $1,575. 


owner. 


service, have been 


Gunning-Casteel, El Paso. Tom 
Gunning Jr., chief executive. This 
12-store chain has sponsored Weekly 
News Roundup (5-5:30 p.m., Sun.) 
on KROD-TV E] Paso for the past three 
years. Three commercials are used 
during the broadcast, with special 
emphasis on the prescription service 
The 
agency, White & Shuford, believes 


that the program not only sells mer- 


and merchandise specials. 


chandise but is proving to be a won- 
derful public-relations medium. An- 
nual budget is $10,000. 


Hales & Lockes Drugs, Reno. 
Bill Locke, principal executive. The 
store bought the John Gnagy Learn 
to Draw series for the second 13- 
week campaign on KOLO-TV Reno. 
Featured merchandise was reordered 
as many as three times. 


Keystone-Owl Drug, Reno. Store 
buys participations in feature-film 
theatre on KOLO-TV. 


(Continued on page 45) 
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ast year, the year of recession, a 

highly significant event took 
place: four major measured advertis- 
ing media — newspapers, magazines, 
radio and outdoor—reflecting a slow- 
down in our booming economy, suf- 
fered declines. Television, the greatest 
medium man has ever devised for 
selling merchandise, recorded a 
healthy increase. 

When the first signs of a cutback 
were mentioned, a number of authori- 
tative journals carried stories which 
said in effect: “Advertisers will trim 


their ad budgets. The big thing now 


is the ‘hard sell.’ To achieve this, many 
companies are switching to print 
media.” 

We, in television and at the Tele- 
vision Bureau of Advertising, have 
long contended that tv is the “hardest 
selling” medium of all, because it 
combines four unique elements— 
sight, sound, demonstration and a 
high degree of emotional involvement 

in a single effort. 

We now have concrete evidence that 
American advertisers—both national 
and local—agree with us. A compari- 
son of McCann-Erickson’s _ billing 
figures pinpoints the story most dra- 
matically: over-all ad volume in 1958 











The hard sell 





1958 record shows advertisers and agencies agree on tv sales potential 


declined 1.1 per cent; meantime, tele- 

vision gained 6.8 per cent. 
Comparing the five major media 

(which I'll use as my base throughout 

this article) , the picture is as follows: 

Total Advertising Investments* 
(includes national and local billing) 
% Change °58 vs. °57 


All Media —1.1% 
Television +6.8% 
Newspapers —5.0% 
Magazines —5.5% 


voted television their number-one sell- 
ing medium (see Table I). While 
over-all budgets were pruned 1.2 per 
cent, television was upped 8.2 per 
cent. Meantime, the other four media 
suffered declines — newspapers, 8.0 
per cent; magazines, 5.5 per cent; 
radio, 2.3 per cent; outdoor, 3.4 per 
cent. 

It’s important to remember that the 
$1.1 billion national (and regional) 
advertisers spent in television comes 





National Advertiser Investments 
(1958 vs. 1957 in millions) 


1958 1957 Change 
Television (network & spot) $1100.0 $1016.9 +8.2% 
Newspapers 745.0 809.7 —8.0% 
Magazines 770.0 814.3 —5.5% 
Radio (network & spot) 246.0 251.8 —2.3% 
Outdoor 134.4 139.1 —3.4% 
Radio —0.6% from two categories: 
Outdoor —3.4% 1. Network campaigns, beamed 


“Includes time, space, production 
Now let’s pull out the national ad- 
vertising portion, and the story is 
even more dramatic. For the fourth 
consecutive year, national advertisers 


throughout the U. S., on either ABC- 
TV, CBS-TV or NBC-TV. 

2. National spot campaigns, pin- 
pointed locally on a market-by-market 
basis. 


BY NORMAN E., CASH 


President, Television Bureau of Advertising 


Television offers both avenues to 
the national advertiser—depending on 
his marketing needs. 

One of the west coast’s major toy 
companies—Mattel—has achieved re- 
markable results with a network cam- 
paign, while another toy maker- 
Remco Industries — registered fabu- 
lous sales gains using spot television 
schedules in 80 markets. 

Television’s flexibility is one of 
many reasons why national advertisers 
in 1958 put one of every three ad 
dollars into the medium (33.5¢). 
Newspapers received 26.7¢, magazines 
26.9¢, radio 8.3¢ and outdoor 4.6¢. 
Is this not a striking testimonial to 
the businessman’s great respect for 
television’s ability to move merchan- 
dise in a period of fierce competition ? 

Now let’s return once more to total 
advertising expenditures. With local 
billings back in the picture, news- 
papers receive 51.4¢ of every adver- 
tising dollar. Television, which earned 
16.5¢ of every ad dollar in 1954, now 
gets 22.4¢. Magazines receive 12.7¢, 
radio 10.2¢ and outdoor 3.3¢. 

Too often, newspaper people will 
talk about national advertisers putting 

(Continued on page 44) 





















MANN MUHAMIHHHHHII 


Winston counts what’s up front 


ppt a copywriter. One morning 
you're called into the office of a 
vice president who has 20 cigarettes 
on his desk. He points to the cigarette 
fourth from the left. 

“This is our brand, Charlie,” he 
says. “Think of something that will 
make it sell better than these other 19 
smokes.” 

You open your eyes in amazement. 
“But, Joe,” you stammer, “they all 
look alike. They probably taste alike. 
They’re just about the same in every 
respect.” 

Joe points a weary finger at you. 
“That’s your problem,” he says. 

And, in a nutshell, that’s the prob- 
lem which continually faces a dozen 
ad agencies handling some 20-odd 
cigarette brands advertised on tele- 
vision. Should the problem be solved 
by a factual presentation of product 
claims? Should a “gimmick” ap- 
proach be used? Should originality 


be sought after, above all else, or 
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Who said it couldn't? 






Parliament’s filter makes news 


Smoke signals 


Cigarette advertising 


puts pressure on agency 


should the competition’s ideas be 
adapted to fit? 

A survey of current approaches 
used in video cigarette commercials, 
both in spot and network shows, re- 
of the above-noted 
methods are being tried in an effort to 
hold a brand’s share of market, in: 
crease lagging sales or further boost 


veals that all 


sales already moving upward. 

Of the 436 billion cigarettes con- 
sumed in this country during 1958, 
125.2 billion were produced by the 
R. J. Reynolds Tobacco Co. and sold 
under the brand names of Camel, 
Winston and Salem. 

Each of the Reynolds brands led 
those of other makers in total sales in 
their categories — regular, filter and 
mentholated filter—while Camels con- 
tinued as the largest-selling single 
brand throughout the industry. 

In 1958, while the sales volume of 
“regular” cigarettes as a whole de- 
clined 8.5 per cent from the preceding 


creative staffs 


year, Camel suffered the lightest loss 
with a percentage drop of 0.9. It ac- 
tually increased its hold on leadership 
of the “regular” field from about 40 
per cent in 1957 to 43.1 per cent in 
1958. 

A typical Camel commercial on the 
air early this year shows the brand is 
relying on an approach combining 
elements of hero-worship and emula- 
tion to keep its sales high: 

"Mid shots of the atomic-powered 
Swordfish submarine gliding out to 
sea, viewers are introduced to “Nor- 
man Carlsen, naval design engineer,” 
a man who “helped build America’s 
first nuclear-powered submarine built 
by a U. S. naval shipyard.” Inciden- 
tally, he’s a man with “lots of respon- 
who smokes Camels, 
America’s real cigarette.” More than 
half the commercial has passed before 
the product name is introduced, and 
then its sales story is made in a few 


sibility 


quick sentences. 





With the William Esty Co. handling 
all three Reynolds brands, the agency 
is able to show its versatility in creat- 
ing different approaches for each. The 
Winston theme is in the “novelty” 
category, but evidently does a satis- 
factory selling job, as the brand led 
the filter-tip market in 1958. For the 
year, it increased its sales volume 
some 5.5 per cent, although it dropped 
0.1 per cent in its share of the total 
cigarette market and declined 3.2 per 
cent in its share of the filter market. 

Having used “Winston tastes good 
like a cigarette should” for some time, 
and weathering the blasts of gram- 
marians who pointed out that like 
should be as, the Esty copy depart- 
ment devised a new campaign built on 
the slogan, “It’s what’s up front that 
counts!” The distinctive “clap-clap” 
from the earlier jingle is carried over 
into the new one, with the lyric point- 
ing out if a cigarette “hasn’t got it 
here, it hasn’t got it!” 


Men of America sail along with Chesterfield 


In the Camel “real cigarette” com- 
mercial, the thematic phrase appears 
twice, with “costly tobaccos” repeated 
a similar number of times and the 
brand name itself delivered five times 
in the minute. The Winston 
approach is evident as it gets its brand 


“ 


slogan” 


name in seven times, notes “filter- 
blend” five times, brings in “it’s 
what’s up front that counts” three 
times and repeats “tastes good like a 
cigarette should” twice. The Winston 
video section is also much less realistic 
than the live-action Camel photog- 
raphy. Complementing the repetitive 
Winston slogans are titles and ciga- 
rette packs which slide across the 
screen and smack together in clever 
“clap-clap” fashion. 

A third approach used in current 
cigarette advertising appears in the 
Esty treatment devised for Reynolds’ 
Salem mentholated brand. This is the 
“artistic” feeling. It apparently has 
done a good job for Salem, as the 


brand raised its sales volume 59.7 per 


cent last year over 1957 and increased 
its share of the total cigarette market 
from 2.9 per cent to 4.4 per cent. It 
also increased its share of the menthol- 
filter market from 7.3 to 9.5 per cent. 
Salem commercials are built around 
attractive young women walking 
through lush forests or along a rocky 
shore while a full orchestra pours out 
a harp-and-violins theme and an an- 
nouncer intones poetic prose anent 
green trees, azure skies, the sparkling 
air of spring, and the kind of day 
that makes you think of a Salem. 
The Salem copy points are listed as 
“menthol-fresh, rich tobacco taste and 
modern filter, too,” and are capped 
with the phrase “a new idea in smok- 
ing.” The audio has little repetition 
within itself, largely endeavoring to 
combine words that evoke pictures of 
softness, of freshness and of spring. 
While the Reynolds brands were 


not necessarily first to use any of their 
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Menthol brand uses landscapes 


Realistic approach 


Why travel? Smoke Oasis and be taken away . . 











LUCKYASTRIKE 


Less-known workman sells Luckies 


James Daley pitches Camels . . 
@ JU) <j} e-laleliare 


and they 


atited 








current advertising approaches, a 
number of the themes used by other 
agencies for other cigarettes fall into 
one of the three categories—emula- 
tion, novelty or artistic. 

A typical Chesterfield film pro- 
duced by McCann-Erickson for Lig- 
gett & Myers points up the theory of 
hero-worship in its “Men of America” 
pattern. Backgrounded by shots of a 
cattle drive, a chorus sings of driving 
cattle, pounding leather, rounding up 
strays, and a man who stops and takes 
big pleasure when and where he can 
via a Chesterfield. “Join the men who 
know,” says the announcer. 

Industry figures for last year reveal 
that market shares of both regular 
and king-size Chesterfields dropped as 
the trend toward filter brands con- 
tinued. With three exceptions, how- 
ever, Chesterfield losses were not as 
great as those of other brands. The 
king-size product even showed a one- 
per-cent sales increase over 1957. 

American Tobacco Co., with Lucky 
Strike, moved into the emulation-of- 
rugged-individuals field late last year 
with a live-action campaign replacing 


“Outstanding” phrase long used 


a previous cartoon approach. For 
1958, the brand suffered a 9.2-per- 
cent decline in sales volume, but still 
managed to be the country’s third 
largest-selling name. Planning on lift- 
ing sales, Batten, Barton, Durstine & 
Osborn, Inc., is currently showing 
films in which two hazardous occupa- 
tions are shown. 

A typical example—BBDO #180, 
Test Driver—Machine Gunner. Open- 
ing on a shot of a speeding car, the 
camera follows the car up a ramp 
until it rolls over. The driver crawls 
from beneath the car and lights a 
cigarette as he discusses the perform- 
ance with some engineers. “Men like 
this go for fine tobacco and no non- 
sense,” says the announcer. “That’s 
what you get with Lucky Strike. 
Here’s honest taste. Fresh, smooth and 
unforgettable.” 

The film cuts quickly to a machine- 
gunner on a target range who blasts 
tracer bullets into a target. He puts 
the gun down and lights up. “When a 
man like this wants a cigarette, he 
goes for the genuine article.” Closing, 
the film cuts from the gunner to the 


test driver and to the close-up of a 
pack of Luckies as a chorus advises: 
“Get the honest taste of a Lucky 
Strike.” 

A second Lucky Strike film illus- 
trates the fact that both wood-lathe 
operators and naval frogmen find the 
cigarette is “mild, but not too mild.” 

The brand widely credited with be- 
ginning the “man’s smoke” trend in 
recent years, Marlboro, has veered 
from the approach it used earlier. 
Previously having relied on the robust 
effect of its tattooed sailors and cow- 
boys, the sex appeal of actress Julie 
London, or a humorous situation 
where lovely girls pursued a homely 


little man, the brand now uses a 


> 99 


“better makin’s” theme. 

The switch was possibly occasioned 
by a slight decline in Marlboro’s share 
of the filter market in 1958 over the 
previous year, although its position 
in the total cigarette market held 
steady and its sales volume was up 6.2 
per cent. 

In a sample Marlboro commercial 
aired currently, a chorus replaces the 


(Continued on page 91) 
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Who’s the sponsor? 


Audience size means litile, says agency, if they forget commercials 


hile a survey taken for TV AGE 

late last year (December 29th 
issue) indicated that viewers don’t 
really care whether a program is live 
or filmed (and that many can not tell 
the difference). Norman B. Norman, 
president of Norman, Craig & Kum- 
mel, Inc., states new research proves 
a commercial in an average live pro- 
gram is better absorbed by the audi- 
ence than the same commercial in a 
filmed program. 

“We're not indulging in a live-vs.- 
film controversy,” he said, “but just 
presenting the facts as we've found 
them.” 

Mr. Norman’s facts stemmed from 
a study begun several years ago when 
the agency held network sponsorship 
of a filmed series, Mr. and Mrs. North, 
and a live show, The $64,000 Ques- 


tion, for a single client, Revlon. “With 
the same commercials running on 
each program,” said the agency presi- 
dent, “we found immediate action at 
cosmetic counters the day after the 
quiz program, but little buying ac- 
tivity after the mystery.” Sales results 
were carefully checked in a one-station 
market where both programs had 
virtually identical ratings. “When 
$64,000 Question continually sold 
products immediately after each 
broadcast, we realized we needed a 
qualitative index to measure the 
sponsor's audience, rather than the 
program’s audience.” 

Such a measurement was developed 
by the agency through use of Trendex’s 
“sponsor identification” figures—the 
per cent of the program audience able 


to name the sponsor during the time 


the program is on the air 


as applied 


to Nielsen total audience figures. The 


result is a rating (easily translated 
into number of homes) which basically 
reveals how many viewers know the 
sponsor of a program they’re watch- 
ing. 

The next step for the agency was to 
determine the “top 10” sponsor-rated 
shows from 107 network programs, 
Taking six-month averages, the list 
was compiled—with only two of the 
programs (Ed Sullivan, Perry Como) 
also appearing in the Nielsen “top 
10” shows in size of audience. 

“A show such as Wagon Train,” 
explained Mr. Norman, “with a No. 1 
Nielsen rating over 40 would show a 
10.8 sponsor rating. This means only 
25 per cent of its total audience knew 


(Continued on page 94) 
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Film Report 


TAPE SCHEDU 
It looks as Soak 1959 will become 


known as the year tape got off the 
ground. According to a_ reliable 
source, the Ampex Corp. has set as 
its production aim this year a total of 
285 tape recorders. These, coupled 
with those already in distribution, can 
make for a truly sizable domestic tape 
market. 

North and south of our borders tape 
is also being recognized. In Mexico 
it’s understood that Don Emilio Az- 
caraga has purchased 11] recorders 
from Ampex for his various television 
interests. In Canada another six ma- 
chines have been purchased. 

Ampex has developed a vtr adapter 
which can convert 525-, 625-, 405-, 


and 819-line pictures for playback on 
the same recorder. Use is principally 
for adapting tapes recorded in foreign 
countries for play in the United States 
and vice versa. 

The company has also announced 
that it will exhibit tv tape and its use 
at the American National Exhibit in 
Moscow this summer. 


NEW Tv PROPERTIES 
ABC Films, under Henry G. Plitt, 


its newly appointed president, has 
stepped up its production of new prop- 
erties considerably. The company will 
introduce a brand new program into 
syndication this year, and is develop- 
ing still another three for the market- 
by-market route. 





BM SUCTESS.. .n cece nsec Canada Dry Bottling Co. of Albany 


fter seven years of sponsoring 

half-hour television series in its 
market, the Canada Dry Bottling Co. 
of Albany has some pronounced views 
on syndicated product, as well as a 
distinct appreciation of its value. 

During those seven years the com- 
pany has spent three-quarters of its 
advertising budget on half-hour pro- 
grams, and with tangible returns in 
both sales and prestige. Currently, the 
bottling company is bankrolling CBS 
Films’ Navy Log over werB Albany. 

“A half-hour television series like 
Navy Log gives weekly flexibility of 
copy for the varying seasons and con- 
stantly different promotions of the 
beverage business,” says Carl E. 
Touhey, president of Canada Dry Bot- 
tling in Albany. “This, plus the im- 
pact and prestige of a half-hour show, 
makes the cost-per-thousand lower 
than any other medium that we cou!d 
find. A sales increase from less than 
half-a-million to almost one million 
cases clinches the story.” 

Mr. Touhey finds especially bene- 
ficial the identification with a quality 
program, and the promotional sup- 
port offered by CBS Films. “We have 
been buying from CBS Films almost 
exclusively for many years,” he says, 
“and with the selling job Navy Log 










has done for us we have no thought of 


changing this balance.” 

The series has been on the air since 
last fall, and according to Mr. Touhey, 
it has been first consistently in its time 
period, winning a 48.4-per-cent share 
of audience in a recent American Re- 
search Bureau survey. WGRB telecasts 
the program in the Albany-Schenec- 
tady area on Tuesdays at 7 p.m. Latest 
ARB four-week survey awarded the 


series a 27.0, a good 11 points above | 


its nearest competitor. 
Navy Log is an adventure series 


based on true stories of World War | 


II. It is a Sam Gallu production, dis- 
tributed by CBS Films. Prominent 
guests who are subjects of the ad- 


ventures in individual episodes fre- | 


quently appear in filmed interviews. 








On the network level the firm is 
readying a pilot of The Racer for a 
fall start and also plans to offer an- 
other program for network telecasting 
this year. First syndicated offering is 
Simon Lash, to be done in association 
with Sydney Salkow and to be written 
by Frank Gruber. It will be concerned 
with the adventures of an attorney- 
investigator. The Racer, another co- 
production venture (with World Wide 
Television), is an action-adventure 
series which will exploit the atmos- 
phere of sports-car racing. 

Mr. Plitt, whose background is in 
the theatrical field mainly, 
with him considerable experience in 
exploitation. He feels that in relation 
to tv films this is a value which can 
be sold, and which in turn can help 
sell a sponsor’s goods. Thus, the pilot 
of Simon Lash is based on a book 
titled Buffalo Box, and this book will 
be reprinted as a paperback with a 
picture of the leading actor, the new 
Simon Lash, on the cover. 


brings 


Mr. Plitt is out to develop quality 
properties, and to build his organiza- 
tion on a block-by-block basis. Syndi- 
cation is his first area, and the same 


yardstick he applies to television prop- 
erties will be applied to features for 
tv. He’s interested, but they must be 
good. 





May 4, 1959, Television Age 


SELLING 





Advertising Directory of 


COMMERCIALS 





Alcoa © Fuller & Smith & Ross 
Ta —s 








e » 
. 
ae 


JAMES LOVE PRODUCTIONS, INC., New York 





Butter-Nut Coffee » D'Arcy Advertising 


FIN 


E ARTS P 








UCTIONS, Hollywood 





Birds Eye Frozen Instant Baby Foods « B&B 


eee’ - 

ee 
: oommamne! 
| | 








Charmin Tissue « Campbell-Mithun 





MPO TELEVISION FILMS, INC., New York 





- 
< 
7 
. 
. 
- 

. 

: 
“ 

. 





Education Council « N. 








W. Ayer 





So ae 


ELEKTRA FILM PRODUCTIONS, INC., New York 








General Foods e Y&R and B&B 


UPA PICTURES, INC., Burbank 


THE 


THOMAS 


SHOW 





38 May 4, 1959, Television Age 










FOREIGN PRODUCTION 


National Telefilm Associates will 
develop new properties for tv overseas, 
The newly formed NTA International, 
under president Harold Goldman, will 
be doing precisely that in the coming 
year. Mr. Goldman, whose division is 
responsible for the distribution of tele- 
vision programs and films overseas 
and domestic distribution of features 
for tv, is also looking for acceptable 
foreign motion pictures for this 
country. 

NTA will participate in the Cannes 
Film Festival (June 9-13). Two of the 
company’s television film properties— 
U. S. Marshal and How to Marry A 
Millionaire—will be put on display. 
In the development of tv programs in 
foreign areas, it’s understood that 
NTA would be willing to finance pro- 
ducers of likely properties. 


ONE-ROOF OPERATION 

CBS-TV is combining its filming 
operations under one roof at Goldwyn 
Studios. The network had previously 
farmed out the production chores to 
various independent companies and 
studios, principally Filmaster Produc- 
tions, TCF-TV and Desilu. Under the 
new set-up, the network will keep 
closer rein on the series. 

And Revue Productions is moving 
its operation from Republic Studios, 
where it has headquartered for the 


past five years, to the recently pur- 
chased U-I Studios. 


SALES... 


ABC Films reports a gross-billings 
increase of 52 per cent for the first 
quarter of 1959 over the comparable 
period last year. The increase was 
attributed in part to the second year 
of 26 Men, The People’s Choice and 
The Adventures of Jim Bowie. Latest 
sales of ABC Films’ properties include 
a TCN Sydney purchase of One Step 
Beyond, to be sponsored by the Nyal 
Co., a division of Sterling Pharmaceu- 
ticals, and seven new station deals on 
The Adventures of Jim Bowie. Recent 
station purchasers of the series are: 
wavy-tv Norfolk; wsns-tv Colum- 
bus; WwPpsD-Tv Paducah; WLOS-TY 
Asheville; KLIx-Tv Twin Falls; WESH- 
tv Daytona Beach, and wkJc-Tv Ft. 
Wayne. 
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Ziv’s Sea Hunt has been renewed in 
167 markets out of the 186 which 
carried the first year of the series, a 
kind of record in syndication re- 
newals. In the food field, second-year 
sponsors include Kroger stores for 
Cincinnati and Memphis, Savannah 
Sugar Refining in Atianta and All 
State Dairies in Columbus, Ohio. Oil 
and gasoline advertisers renewing in- 
clude Sun Oil for Albany, N. Y., and 
New York City, Standard Oil of Cali- 
fornia for a multi-market spread in 
seven western states, and Phillips 66 
gasoline for a second-year co-sponsor- 
ship with a local Pontiac dealer in 
Johnson City, Tenn. 

Sale of Trans Lux Television’s Felix 
the Cat to all five Westinghouse Broad- 
casting Co. stations has been con- 
firmed. The new cartoon series will be 
telecast this year by the following 
WBC outlets: wBz-Tv Boston; WJZ-TV 
Baltimore; KDKA-TV Pittsburgh; KYW- 
tv Cleveland, and KPIx San Francisco. 
At press time, it was understood that 
a deal was being negotiated on Felix 
the Cat with the Triangle stations. . . . 
Trans Lux has sold its package of new 
feature films to seven more stations. 
The package was picked up by WHDH- 
TV Boston, KLOR-TV Provo-Salt Lake 
City, KOLD-TvV Tucson, WDAF-TV 
Kansas City, wsJv-TV Elkhart-South 
Bend, KpAL-Tv Duluth and wrtvJ 
Miami. 

Ziv’s inexhaustible Cisco Kid has 
been picked up another potato-chip 
concern for a large regional spread. 
The H. W. Lay Potato Chip Co. of 
Atlanta has purchased the series for 
major markets in a 10-state area cov- 
ering the south north to Louisville 
and west to New Orleans. The pur- 
chase follows earlier regional buys by 
Dan-Dee Chips in Ohio and Eddy 
Bakeries division of General Baking 
in Idaho. . . . Cinema-Vue Corp. has 
sold Pathe’s Musical Parade of Stars 
in a number of European markets. . . . 
Independent Television Corp. has sold 
the first foreign-language version of 
Cannonball to General Tire of Mexico 
for telecasting in Mexico City. 


PERSONNEL ... 


Six officers have been elected to the 
executive staff of National Telefilm 
Associates. They are: Alan May, Na- 
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MODERN TELESERVICE, INC. | 


New York Chicago 
OX. 7.2753 DE 7-3761 
_Modern facilities 


Los Angeles 
WE 3-5674 


Trained personnel 
Individual attention 


. in servicing tv after-production needs. 





BEKINS FILM SERVICES 


1025 Highland Ave., Hollywood 38, Calif. 
HOllywood 9-8181 
Film Trafficing Inspection Grading 
& Cleaning Repairing & Rejuvenation 
Seratch Removal Protective Coating 
Editing Commercial Insertions 
Storage 





TALENT AGENCIES 





FOSTER-FERGUSON 


(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 
YUkon 6-4330 
A complete service, specializing in crea- 
tive talent for tv. May we screen, from 
our vast resources of actors, models, etc., 
the types to fit your specific need. 
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MR. NORTON 


tional Theatres vice president and 
treasurer, elected vice president and 
treasurer; Lester Krugman, in charge 
of advertising, promotion and mer- 
chandising, elected vice president in 
charge of advertising and public rela- 
tions; Samuel P. Norton, formerly a 
partner in Rosenthal & Norton, elected 
vice president in charge of legal and 
business affairs; David J. Melamed, 
vice president in charge of business 
affairs, elected vice president in charge 
of administration; George K. Gould, 
president of NTA’s Telestudios, elected 





CAMERA EQUIPMENT 





CAMERA EQUIPMENT CO. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . - lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 





SCREENING ROOMS 


PREVIEW THEATRES, INC. 


1600 Broadway, New York 19, N. Y. 
CIrele 6-0865 
POU - 65 ic cecwes William B. Gullette 
l6mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 








OPTICAL EFFECTS 
AND ANIMATION 





K &W FILM SERVICE CORP. 


1657 Broadway, New York 19, N. Y. 
ClIrele 5-8080-1-2 
ES Sr awa Norman Witlen 
VIG POM wicéicccsecsea Ralph Koch 
OPTICALS ... TITLES . . . SPECIAL 
EFFECTS ... SLIDE FILMS... 
ANIMATION 
ANIMATION PHOTOGRAPHY 


TRANSCRIPTION AND 
RECORDING SERVICES 





REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film record- 
ing facilities. 





FASHION COORDINATOR 


MR. KRUGMAN 





JOAN BARNES 
72 E. 79th Street, New York 21, N. Y. 


Stylist of backgrounds, fashion coordina- 
tor of programs and tv commercials and 
designer of set interiors. 





INSURANCE 





JEROME J. COHEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York 1, N. Y. 
CH 43127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 
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MR. GOULD 


vice president in charge of television 
broadcast facilities, and Burton L, 
Lippman, NTA’s controller, elected 
assistant treasurer and assistant secre- 
tary. Mr. Gould continues as president 
of Telestudios, and Mr. Lippman con- 
tinues as controller. 


New Account Executives 


In still another expansion move, 16 
new account executives were added to 
NTA’s Program Sales Division, under 
Michael M. Sillerman, president. Two 
of the new men—R. C. Maddux and 
John C. Rome—had been with the 
NTA Film Network. The new ap- 
pointees are: Hal Danson, formerly 
with Ziv; Perry B. Frank Jr., previ- 
ously with ABC-TV; John Gordon, 
formerly with wcky Cincinnati and 
Erwin Wasey, Ruthrauff & Ryan; 
Michael L. Gould, previously with 
Gross-Krasne-Sillerman; Jerry Gruen- 
berg, previously with Gran Manage- 
ment and United Artists; Albert L. 
Kolitz, formerly with Rank Film Dis- 
tributors; Marvin L. Lowe, formerly 
midwestern division manager for 
Guild Films; Joseph J. Madalena, 
formerly with Trans Lux TV; Robert 
L. Meece, previously with Ziv; Leslie 
H. Norins, formerly sales manager of 
KABC Hollywood; Joseph B. Pan- 
tell, previously in the investment field; 
Joe Porter, formerly with ABC Films; 
Dave Schooler, former sales manager 
of Minot Tv, Inc., and Ed Staub, pre- 
viously with KRLD Dallas. 

NTA International continues its ex- 
pansion moves. Leo Lax has been 
named general manager in charge of 
certain European areas. Mr. Lax, who 
joined NTA as European representa- 
tive in April of last year, is in charge 
of NTA International’s activities in 
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Syndicated Film Profile 


Syndicated by Flamingo Telefilm 
Sales, Inc. Produced by Arsla Produc- 
tions; R. W. Alcorn, producer. Aired 
since September 1958. Appears in ap- 
proximately 90 markets. 39 half-hour 
films. 

Sponsors: Include Schlitz Brew- 
ing, Winn-Dixie supermarkets, Miller’s 
High Life and local banks. 

Format: Accounts of battle situa- 
tions “cleared for authenticity by the 
Pentagon.” Based on heroic deeds of 
American foot soldiers during World 
War II in Europe. 

Rating: Pulse rated 6th top rated 


adventure show for January. 


CITIZEN SOLDIER 





Scene from one of 39 episodes of 
Citizen Soldier. 





Italy, France, Belgium and Luxem- 
bourg. He reports to Vernon Burns, 
NTA International vice president. 
Robert Brunton has been named direc- 
tor of operations for NTA’s Studio 
13, which acts as an auxiliary studio 
for WNTA-TV Newark and as a primary 
studio for NTA tape productions. 
Ralph M. Baruch has been ap- 
pointed director of international sales 
for CBS Films. In his new post, Mr. 





MR. BARUCH 


Baruch, formerly a CBS Films account 
Cook 


Digges, administrative vice president. 


supervisor, reports to Sam 
He is responsible for the coordination 
of all CBS Films’ sales efforts outside 
the United States, except for the 
English-speaking areas of Canada. 
Mr. Baruch joined CBS Films in 1954 
as an account executive, and before 
that served with Consolidated Tele- 
vision Film Sales and with Dumont. 

John M. Cooper has been promoted 
manager of CBS Newsfilm, replacing 
Howard Kany, who has left that post 
to become director of international 


business relations for CBS Television 
Stations Division. Mr. Cooper had 
been managing editor of CBS News- 
film since January 1956. Prior to that 
he was director of radio and television 
news for International News Service. 


Don Moore has joined Screen Gems 
as story editor, reporting to Harry 
Ackerman, vice president in charge of 
production. Mr. Moore was formerly 
McCann- 
Erickson, and prior to that was asso- 
ciated with CBS-TV in New York as 


story editor. . .. Bert Granet has been 


program supervisor for 


signed to a new exclusive three-year 
contract by Desilu. Mr. Granet will 
continue his present duties as execu- 
tive producer of the Westinghouse 
Desilu Playhouse, and will also create 
and develop other properties for 
Desilu. . . . Herb Jacobs has been 
elected president of TV Stations, Inc. 
. . . Joseph F. Greene, formerly with 
ABC Films, has been named eastern 
sales manager for Roy Rogers Syndi- 
cation, Inc. 

Screen Gems producer Alvin Cooper 
has resigned to resume his own pro- 
duction ventures. Mr. Cooper pro- 
duced the Shirley Temple Storybook 
series prior to joining Screen Gems. 


COMMERCIAL CUES... 
“Some of the best music written 
today is being done for television 
commercials where the boys really get 
a chance to swing,” says Mitch Leigh, 
president of Music Makers, Inc. 


Mr. Leigh, whose firm specializes in 
original scores for commercials, says 
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Produces Commercials 
for 


SCHAEFER 
BEER 


Batten, Barton, Durstine & Osborn, Inc. 


CARAVEL 
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William Esty Co., Inc. 


CARAVEL 


Produces Commercials 
for 


ALCOA 


Fuller & Smith & Ross 





For your next commercial 
call — 





CARAVEL FILMS 


INCORPORATED 


20 WEST END AVENUE 
NEW YORK 


CIrcle 7-6110 
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CARAVEL 


that the field, paradoxically enough, 
is one of the few where real experi- 
mentation is still possible. Because of 
the strong emotional impact of music, 
its importance as an aid to selling is 
just beginning to be recognized, and 
the demand for better and different 
scores is increasing, Mr. Leigh says. 

The music, he concedes, must be 
part of the over-all design of the com- 
mercial, with the right emphasis and 
considerations given to copy and art, 
but within this framework a score can 
be written “which has a distinct prod- 
uct image and is in the height of taste 
and style.” 

Perhaps the most extreme emphasis 
placed on music in the making of a 
commercial is the use of pre-scoring, 
where the music is written and re- 


corded and then the live action is 
| done. Music Makers did this recently 
with Elliot, Unger & Elliot for 12 dif- 


ferent Duncan Hines commercials 
(Compton Advertising). 

By 1960 Mr. Leigh expects his com- 
pany to be doing a half-million-dollar 
business. In 1958 its billings amounted 
to $300,000. 

Irving Cheskin has been appointed 
executive director of the Film Pro- 


ducers Association of New York. The 





MR. CHESKIN 


post is a newly created one. Mr. 
Cheskin has been a sales executive, 


| consultant and director for many asso- 


ciations and corporations. He served 
on economic consultant assignments 
for the Ford Foundation, Fund for the 
Advancement of Education, Interna- 


tional Management Consultants and 
the hospital consulting firm of Will, 
Folsom & Smith. Upon his appoint- 
ment, Mr. Cheskin announced that 


Phil Dean Associates had been named 


publicity and public-relations counsel 
for FPA. . . . Jack Berch, an account 
executive with Transfilm, has been 
promoted to the post of a senior vice 
president in the company’s tv division, 

Filmways, Inc., will open a new film 
and video-tape center in New York 
this summer which will be equipped 
to handle feature films for theatres 
and tv, tape for programs and com- 
mercials, and film for tv commercials, 
The center, described as providing the 
largest production facilities on the 
east coast, will house two independent 
studios, each completely equipped for 
video tape and film. Located at 127th 
St. and Second Ave., the center will 
be in addition to the company’s pres- 
ent production studios at 95th St. and 
54th St. 


PROGRAMS ... 

Distributor David L. Wolper has 
pulled something of an international 
coup by acquiring Russian documen- 
tary films on rocketry and space 
travel. Included is footage of the 
Sputnik launchings and the flight of 
the dog Laika. The package totals 
about 90 minutes of film, which Mr. 
Wolper plans to release in the syndi- 
cated market under the title of The 
Race for Space. 

CBS-TV has renewed Desilu’s The 
Texan series for next year. The net- 
work is also producing a pilot titled 
The Promoter, a format created by 
producer Dick Brill. . . . California 
National Productions will syndicate 
two new shows. They are Provost 
Sergeant, an Army drama starring 
Ralph Meeker, and a reprise of Pony 
Express, on the drawing boards for 
the past several years. 

Peter Lawford is readying an 
anthology series under the banner of 
Peter Lawford Presents. His produc- 
tion company is already packaging the 
Carl Reiner comedy, Head of the 
Family. . . . Du Pont has purchased 
the new June Allyson anthology, 
which will be produced by Four Star. 

Gross-Krasne is rolling the pilot of 
an adventure series, Rogue for Hire, 
starring Jerry Thor. ... / Night Patrol, 
dealing with the exploits of the Balti- 
more police department, is a new pro- 
duction set for filming by Sharpe- 
Lewis. . . . Anthony Steele will film a 
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ty pilot titled Always in the Middle 
in Sweden under Freja Films banner 
this summer. 

Screen Gem’s next production for 
syndication, Undercover Car, will 
have Victor Jory in the lead role, 
portraying detective sergeant Howard 
Finucane, a veteran of the San Diego 
police department. The Columbia sub- 
sidiary will also develop for network 
sale a new western series titled The 
Peacemaker. 


Film Commercials 


ALL-SCOPE PICTURES, INC. 
Completed: Lucky Lager Brewing Co. 
(beer), McCann-Erickson; Wm. B. Reily 
Co., Inc. (Luzianne coffee) , Walker Saussy; 
McMillan Petroleum Co. (Royal Scot oil), 
Robt. F. Anderson; Pomona New Car 
Dealers Assn. (Panda), Robt. F. Anderson; 
California Spray Chemical Corp. (Ortho 
Rose Dust, Ortho Weed B’Gon), 
McCann-Erickson. 


GREY & O’REILLY 


In Production: General Electric Co. (can 


openers) , Y&R; General Cigar Co., Inc. 
(White Owl), Y&R; General Tire & Rubber 
Co. (tires), D’Arcy; Block Drug Co. 
(Greenmint, Nytol), SSC&B; Drinks, Inc. 
(Nu-Fizz) , direct; Carolyn-North (dresses) , 
Daniel & Charles. 


HUNN, FRITZ, HENKIN 
Completed: Jersey Central Power & Light 
Co., New Jersey Power & Light Co. (The 
Wonderful Age of Electricity), Goold & 
Tierney; B. T. Babbitt Co. (Bab-O, Hep, 
Cameo, Airgene), Brown & Butcher; Nestle 
Co. (chocolate), McCann-Erickson; Joe 
Lowe Corp. (Popsicle), EWR&R; Charles 
E. Hires Co. (root beer), Maxon; Revere 
Sugar Refinery (sugar), John C. Dowd; 
Lever Bros. Co. (Rinso), National Export; 
Wise Potato Chip Co. (potato chips), Lynn; 
Sterling Drug Co. (Fletcher’s Castoria) , 
Brown & Butcher; National Biscuit Co. 
(Nabisco Fig Newtons) , McCann-Erickson; 
Standard Oil Co. of N. J. (institutional) , 
McCann-Erickson. 

In Production: Charles E. Hires Co. (root 
beer), Maxon; Jet (dog food), McCann- 
Erickson; DoNut Corp. of America 
(Icicle) , Marschalk & Pratt; National 
Biscuit Co. (Oreo), McCann-Erickson; 
Keen Eye Toys (Spinabalo) , Goold & 
Tierney; Blue Ribbon Bakeware (pies & 
cakes), Lynn; Atlantic Refining Co. 
(gasoline & oil), Ayer; B. T. Babbitt Co. 
(Bug Killer, Vita Yums), Brown & Butcher; 
Quaker Oats Co. (Puss ’n’ Boots cat food), 





Pulse Top 10 Adventure Shows for February 











Rank Program Distributor 
1—Sea Hunt Ziv 
2—Highway Patrol Ziv 
3—State Trooper MCA 
4—Mackenzie’s Raiders Ziv 
5—SA 7 MCA 
6—Bold Venture Ziv 
7—Silent Service CNP 


8—Rescue 8 | Screen Gems 
9—Target Ziv 
10—Whirlybirds CBS 








National Viewers Per 100 
| Weighted | Homes Tuned In 
| Average Men Women Children 

19.3 83 89 21 
16.9 83 87 25 
i2 79 84 32 
14.8 79 84, 26 
13.9 79 82 9 
13.8 78 83 33 
13.6 74 81 48 
13.3 | 7 83 34 
11.3 181 89 32 
10.9 63 67 87 





Lynn Baker; F. & M. Schaefer Brewing Co. 
(beer), BBDO; National Dairy Products 
Co. (Breakstone cottage cheese), MLWA&S. 


KEITZ & HERNDON 


Completed: American Snuff Co. (Garrett 
Snuff) , Simon & Gwynn; Lone Star Gas Co. 
(gas products), EWR&R; Big Town 
(shopping center), direct. 

In Production: Household Finance Corp. 
(loan service), NL&B; Amicable Life 
Insurance Co. (insurance), Southwest; 
Colvert Dairy Products, Inc. (dairy 
products), Lowe Runkle; Deep Rock Oil 
Corp. (gasoline), Lowe Runkle; Southern 
Union Gas Co. (gas products), direct; 
Chance Vought Aircraft Co., direct. 


LUX-BRILL 

Completed: Remco Industries, Inc. (Wheel 
Games), Webb; Vick Chemical Co. (Vicks 
VapoSteam, VapoRub, Lemon Drops) , 
Morse International; Chesebrough-Pond’s, 
Inc. (Pertussin) , McCann-Erickson; 

J. A. Folger & Co. (regular coffee), C&W; 
Narragansett Brewing Co. (Croft Ale), 
C&W; Pocketbooks, Inc. (Golden books), 
direct. 

In Production: American Character Doll Co. 
(Tiny Tears), Webb; Wildroot Co., Inc. 
(Cream Oil), C&W; Peter Pan Foundations, 
Inc. (Tiger, Honeycomb, Hidden Treasure) , 
Ben Sackheim; J. A. Folger & Co. 

(instant coffee), C&W. 


MPO TELEVISION FILMS, 
INC, 

Completed: Harold F. Ritchie, Inc. 
(Brylcreem) , K&E; P. Lorillard Co., Inc. 
(Kent cigarettes) , L&N; Lever Bros. Co. 
(Lifebuoy) , SSC&B; General Foods Corp. 
(Maxwell House coffee) , Ogilvy, Benson & 
Mather; Esso Standard Oil Co. (Flit), 
McCann-Erickson; Coca-Cola Co. 
(Coca-Cola), McCann-Erickson; 5-Day 
Laboratories, Div. of Associated Products, 
Inc. (5-Day deodorant), Grey; Gillette 
Safety Razor Co., Maxon; Revlon, Inc. 
(Satin-Set), MLW&S; American Gas Assn., 
L&N; Mayfair cigarettes, Cockfield, Brown. 
In Production: Ex-Lax, Inc., Warwick & 
Legler; Maiden Form Brassiere Co. 
(brassieres) , NC&K; E. I. du Pont 

de Nemours & Co., Inc., BBDO; Bell & 
Howell Co., McCann-Erickson; Buick Motor 








Pulse Top 10 Drama 


Shows for February 














1—Jeff’s Collie ITC 1002 |s2 38S 79 
2—Divorce Court Guild 9.5 | 86 95 19 
2—Dr. Hudson MCA 9.5 86 92 24 
3—If You Had a 

Million MCA 8.9 83 89 29 
4—ByLine M&A Alexander 7.7 | 72 75 35 
4—Walter Winchell File NTA 7.7 184 91 18 
5—Star Performance Official 7.1 | 68 75 48 
6—Command 

Performance 7.0 | 58 80 33 
7—Crossroads Schubert 6.1 79 88 28 
8—Night Court Banner 5.9 | 84 96 29 
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Div. General Motors Corp. (cars), 
McCann-Erickson; Piel Bros. (beer), Y&R; 
Procter & Gamble Co. (Spic & Span 
cleaner), Y&R; Philip Morris Inc. 
(Parliament cigarettes) , B&B; Socony 
Mobil Oil Co., Inc. (Mobilgas) , Compton. 


NATIONAL SCREEN SERVICE 
CORP. 

Completed: P. Ballantine & Sons (beer), 
Esty; Good Housekeeping magazine 
(Sunbeam mixer tie-in) , Grey; 
Narragansett Brewing Co. (beer), C&W; 
Pontiac Div. General Motors Corp. (cars), 
MacManus, John & Adams. 

In Production: New Jersey Safety Comm. 
(safety film), direct; Radio Corp. of 
America (Monogram tubes), Lefton; 
British Petroleum, Ltd. (petroleum) , 
Collyer; P. Ballantine & Sons (beer), Esty; 
BC Remedy Co. (headache tablets) , 

C. Knox Massey; Dow Chemical Corp. 
(Pinkies) , MacManus, John & Adams; 
Pontiac Div. General Motors Corp. (cars), 
MacManus, John & Adams. 


WILBUR STREECH 
PRODUCTIONS, INC. 

Completed: Drug Research Co. (Insta-Pep), 
KHCC&A;; Television Bureau of 
Advertising (institutional), Wexton; 
American Telephone & Telegraph Co. 
(yellow pages), Spitzer & Mills; Christie 
Brown & Co. (Premium crackers), Rabko; 
National Trust Co. (institutional) , Spitzer 
& Mills; Sinclair Oil Refining Co. 
(gasoline & oil), GMM&B. 

In Production: ABC (promotional trailer) , 
direct; Christie Brown & Co. (Sweetline 
biscuits), Rabko; Sinclair Oil Refining Co. 
(gasoline & oil), GMM&B; Colgate- 
Palmolive Co. (Halo shampoo), Spitzer & 
Mills; Television Bureau of Advertising 
(institutional) , Wexton. 


TV CARTOON PRODUCTIONS 
Completed: Pacific Telephone & Telegraph 
Co. (leng distance), BBDO; Kilpatrick 
Bakeries, Inc. (bread), Reinhardt; J. A. 
Folger Co. (instant coffee) , Harris, Harlan 
& Wood, Div. Fletcher D. Richards; Kgrep 
(television station) , direct; Ingram’s Food 
(Red’s Tamales), Cappel, Pera & Reid. 
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In Production: Williams Bakery (bread), 
Reinhardt; Kilpatrick Bakeries, Inc. 
(bread), Reinhardt; Pacific Plywood Co. 
(Par-Tile) , Porter; Safeway Stores, Inc. 
(egg department), direct. 


UPA PICTURES, INC. 
Completed: Richfield Oil Corp. (Boron), 


Hixson & Jorgensen; Carling Brewing Co., 
Inc. (Stag beer), Edward H. Weiss. 

In Production: Carling Brewing Co., Inc. 
(Stag beer), Edward H. Weiss; British-Col. 
Telephone Co., James Lovick; Canada Nut 
Co. (Squirrel Peanut butter), James 
Lovick; Carling Brewing Co., Inc. (Black 
Label beer), Lang, Fisher & Stashower; 
Oklahoma Oil Co. (gasoline), NL&B; 
Union Pacific Railroad, Caples; Mrs. 
Baird’s Bakeries, Inc. (bread) , Tracy- 
Locke; Speedway Petroleum Corp. 
(gasoline), W. B. Doner; Montag Bros., 
Inc. (Blue Horse supplies) , Harris & 
Weinstein; Embassy Dairy Co. (dairy), 

M. Belmont Ver Standig; Christie Brown 
Co. (Christie’s biscuits) , McCann-Erickson ; 
Aristo Dry Cleaners, M. Belmont 

Ver Standig. 


WILDING PICTURE 
PRODUCTIONS, INC. 

Completed: Swift & Co., McCann-Erickson ; 
Climalene Co., D’Arcy; Pet Milk Co., 
Gardner; Bissell Carpet Sweeper Co., 
Burnett; J. A. Folger & Co., C&W; 


Aluminum Co. of America (Alcoa), F&S&R. 





Hard Sell (Continued from page 31) 


the bulk of their ad budgets into news- 
papers. Actually, they've lumped in 
local billings (which account for 76 
per cent of their total ad revenue). 
National advertisers, as shown in 
Table I, spend the largest share of 
their dollars in television. 

From a marketing viewpoint, tele- 
vision’s major asset is its ability to 
move merchandise rapidly. Its impact 
is so strong that results are felt im- 
mediately. With the other media, an 
advertiser must wait a week, month 
or longer. Due to the rapid turnover 
of merchandise, the businessman who 
concentrates on television gets to use 
his money more times during a busi- 
ness cycle, a situation which should 
receive the enthusiastic support of his 
company’s financial men. 

How about the cost of television? 
We often hear that it’s expensive. 
Actually, such people mean a larger 
commitment of dollars is necessary. 
However, this larger commitment of 
funds enables you to reach more 
people—more often—at a lower cost- 
per-person reached. This, we feel, is a 
sound, economical way of making 
sales. 

Even with this factor considered, in 









five years, while costs have gone up, 
audiences have grown even faster— 
and the all-important cost-per-thou- 


sand in. television has declined 
sharply. 
Like television, newspaper and 


magazine costs have gone up, too. 
However, there’s one important dif- 
ference: circulation has not kept pace. 
The advertiser pays higher costs to 
reach his prospects. 

Finally, we often hear that tele- 
vision is only for the big companies, 
But an Adell Chemical with its Lestoil 
has carved out a solid business (over 
60 million bottles in 1958) in a field 
which boasts Procter & Gamble, Lever 
and Colgate. Its 1958 ad budget was 
over $12 million, compared to $60,000 
in 1954. Maypo Oats, starting in a few 
New England markets, now spends 
over $800,000 in tv in a product cate- 
gory boasting General Foods, General 
Mills, Kellogg and Ralston-Purina. 
And an 


enormous strides in the past year in 


Alberto Culver has made 


the cosmetic and toiletries category 
side by side with scores of other com- 
panies spending a major portion of 
their ad funds in tv. 

Chevron, manufactured by Stand- 
ard Oil 
doubled its sales in 13 eastern states 
during the last six months of 1958 
(vs. the first six months). Television 


of California, more than 


received 33 per cent more funds than 
any other medium. And this sales in- 
crease took place shortly after a brand 
name switch from Calso to Chevron. 
This winter, Chevron dropped its 
newspaper and radio advertising while 
maintaining a television schedule. 

In closing, may I underscore this 
point: in looking at media expendi- 
tures, there are two important break- 
downs to consider—national adver- 
tiser investments and total advertiser 
investments. 

1. Among national advertisers, tele- 
vision in 1958 received 33¢ of every 
dollar, largest share of any medium. 

2. Among all advertisers (which in- 
cludes loca!) television now com- 
mands 22¢ of every dollar. 

We feel we’ve made excellent strides 
in the past few years. And in 1959 we 
in television confidently expect to gain 
more funds and a greater share of ad 
budgets from both categories. 
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Drugs (Continued from page 29) 


chain in and near Tyler, Tex., has 
relied heavily on television advertis- 
ing over KLTV Tyler since 1954, Cur- 
rently the stores buy seven five- 
minute periods a week on KLTV 
(5:45-5:50 p.m., Mon.-Fri. and 
10:25-10:30 p.m., Wed., Fri.) ; the 
periods feature so-called tv specials. 
Sundries and co-op items sold in 
the stores are shown and demon- 
strated during each period. Items 
shown total from 10 to 20 during 
each period. 

There are many success stories. 
One announcement sold 50 dozen of a 
“red worm” fishing bait at 60 cents 
each within a 24-hour period. 

“Our television budget has been 
increased because of the medium’s 
great success for us,” says Jack 
Simpson, owner of the stores. An- 
nual budget is around $15,000. 


Builds Store 

A 15-minute daily live children’s 
talent show on KICA-TV Clovis has 
built Kenner Drug of that New 
Mexico city to a position of promi- 
nence in spite of a secondary loca- 
tion and lack of parking facilities. 

Conrad Kenner, owner of the store, 
started using Kiddie Karnival (5:15- 
9:30 p.m., Mon.-Fri.) on KICA-TV in 
an effort to boost business for the 
small toy department which the store 
included. The program features chil- 
dren who visit the toy department 
and frequently holds birthday parties 
for them. Betty Willoughby is the 
emcee. 

Since the store started its use of 
television the toy department has 
grown to the largest within a 100- 
mile radius, and the store has be- 
come one of the most successful in 
the area. 

Annual budget for the show is 
estimated at about $3,500. 


Stores Buy Film 

Rexall stores in the Wausau area 
have combined to sponsor Rexall 
Showtime on wsau-Tv Wausau. The 
15 druggists buy the feature film each 
Friday night, the program running 
from 11 p.m. to conclusion. 

Commercials are both film and live 
and all feature Rexall products. They 


are presented by Larry Ebert, host for 
the program, with such good results 
that one druggist comments: “I per- 


sonally think the advertising of Rex- . 


all products is sensational.” 

Heavy in-store promotion is used 
to promote the program, which is also 
plugged on both television and radio 
by the station. 

Ed Rossman, regional chief for 
Rexall and originator of the series, 
believes that “television is the only 
medium to hit the people with week- 
after-week information on sales, prod- 
ucts and the benefits to be derived 
from dealing with the local Rexall 
druggist.” 


Midwest Chain 


An example of an important drug- 
found tele- 
vision to its liking is that of the 


store chain which has 


Gallaher Drug outlets of the mid- 
west, with headquarters in Dayton. 
Hugo Wagenseil & Associates of Day- 
ton is the agency for the chain, which 
includes 59 stores, 23 of them in 
the Dayton area. 

Starting more than a year ago, 
the stores bought a 15-minute news 
and sports program (6:30-6:45 p.m., 
Mon.-Fri.) on wLw-D Dayton as the 
most important part of their tele- 
vision advertising. They emphasize 
institutional-type announcements on 
the program. In addition, they buy 
other spots including some on 
wLw-D’s Morning Theatre (9-10:30 
a.m., Mon.-Fri.) and a schedule on 
wH10-Tv Dayton. Bruce Todd is the 
WLW-D account executive handling 
the account. 

The Gallaher investment in tele- 
vision is an impressive one, but store 
executives and those at the agency 
have expressed satisfaction with the 
Proof of this 
comes in the form of a renewal of 
their 52-week contract with WLW-D, 


results. satisfaction 


extending their schedule through Jan. 


1, 1960. 





Selling (Continued from page 29) 


Muir Drug Co., Grand Rapids. 


John Smith, advertising manager. | 


The store buys minutes with 10- 
second local tags in the late movie, 
Channel 8 theatre, on woov-Tv Grand 
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1,177,172 Square Miles 
7,500 Accounts 


1,000 Advertising 
Agencies 


HAT'S the eleven western states. 

And a media salesman must move 
fast to cover his prospect list. Not much 
time to pioneer new accounts. 


He needs help. Help from Western Ad- 
vertising, the magazine that western 
advertisers and agencies look to for 
advice, counsel—the straight story— 
whether it be spot news or “how to” 
articles. For the full story on WA and 
how it can help you—as it helps its 
readers—call or write one of our offices. 


VAs 


Western Advertising 
for Western Attitudes 
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San Francisco . 
New York . 


Los Angeles 
Chicago 








PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pad thet has big 5 x 7 
video panels that enable 
you to moke man-sized TV 

















visuals. Perforated video 
and audio segments on gray __ = 
background. . 
No. 72C—Pad Size 14x 17” 2.50 
(50 Sheets—4 Segments on Sheet) 
Tomkins TELEPAD 


Most popular TV visual pad 
with 2:x4" video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 
(50 Sheets—12 panels on Sheet) 

No. 72B—Pocket Size 8 x 18” 2.00 
(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letter- 
head for 200-page cata- 
log of art supplies. **An 
Encyclopedia of Artists 
Materials"’ 








ARTHUR BROWN & 


2 West 46th St., New Yor 
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LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WBAL-TV, Baltimore 


















Wire or phone 
Art Kerman 
today for Zz 


availability 

in your market, \ 

GOVERNOR TELEVISION 

375 Park Avenue, N.Y.C. 
PLaza 3-6216 











































LOOP HOTEL 


ROOMS 


anytime to 


PREFERRED 
GUESTS * 


During certain 
convention peri- 
ods, all available Chi- 


cago hotel rooms are 
frequently taken. The 
Hamilton guarantees 
(with advance notice) 
reservations anytime of 
your “Preferred Guest 
Card”, today ... at no 
= obligation. oh 


the year to. you, the pre- 
ferred guest. Ask for 


SSS 
WSs 


nates $ 

















20 SOUTH DEARBORN 
Preferred by guests in 


CHICAGO 


IN KANSAS CITY IT'S THE 
BELLERIVE HOTEL 
100% AIR-CONDITIONED 
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| Bob Shawley (1.), William Esty Co.; David Gentling, general manager, KROC-TY 
| Rochester, Minn., and Elisabeth M. Beckjorden, station representative, at a 


| cocktail party given by Miss Beckjorden for agency and station executives, 


| Rapids, using approximately 156 per 
| year. Co-op funds help pay for the 
| campaign. Annual budget is about 
| $10,000. 


Rea & Derrick Drug Stores of 
Wilkes-Barre. 


advertising manager. Buys 15 minute 


Russell Cressinger, 


announcements per week on WBRE-TV 
Wilkes-Barre. The 21 
used television for the past three 
years, using both WBRE-TV and WGAL- 


stores have 


Tv Lancaster. The advertising pro- 
gram has enjoyed “excellent success,” 
says Mr. Cressinger. “Television 
really moves items advertised,” he 
adds. Annual budget on the Wilkes- 


Barre station is around $10,000. 


Reno Drug Stores, Reno. 
weekly spot in Class AA time on 
KOLO-TV Reno. 


Buys 


Rexall Drug Stores, Clarksburg, 
W.Va. The seven stores within the 
wBoy-Tv Clarksburg coverage area 
| combined to buy a package of 41 
ID’s before their recent Rexall prod- 
ucts sale. The spots tied in with the 
Rexall spectacular. Success was so 
great that most of tue stores reported 
business increases of as much as 
one-third over any previous sale. 
Stores are considering a continuing 
| news program. 


Rexall Drug Stores, Grand 
Rapids. Hank Casner, Rexall dis- 
trict manager. The stores of the area 
sponsor the half-hour quiz program, 
TVingo, on woop-tv Grand Rapids. 
Costs are split between the Rexall 
stores in the area. Annual budget 
is about $10,000. 


Rexall Drug Stores, Reno. Eight 
Rexall stores in the Reno area par- 
ticipate jointly in a monthly half- 
hour show on KOLO-Tv Reno. 


Village Drug, Reno. Frank Titus, 
owner. Showing that even a small 
drugstore advertiser can use tele- 
vision, Mr. Titus has bought partici- 
pations in a live teen-age show on 
KOLO-TV Reno for the past three 
years with considerable success. Bud- 
get is about $150 a month. 


Woods Drugs, Evansville. Arthur 
Herman, advertising director. The 
stores sponsor the NTA syndication, 
U.S. Mershal (8:30-9 p.m., Sun.), 
and Peppo the Clown, a children’s 
(5-6 p.m., Sat.), on WEHT 
Evansville. In a 13-week campaign 
With the 15-minute John Gnagy film 
as a part of the Peppo show selling 
his drawing kits, 1,700 were sold at 
$3 each. Annual budget is around 
$18,500. 


show 
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BOOSTERS APPROVED. QOn-channel 
booster stations, designed primarily to 
aid small-town tv, got official sanction 
at long last from the Federal Com- 
munications Commission in a reversal 
of its previous position that such sta- 
tions were illegal and unauthorized. 

In a special report and order, the 
FCC also reaffirmed its position that 
community antenna systems do not 
fall within its purview but asked Con- 
gress to pass legislation which would 
place them under tighter control, 
albeit without FCC regulation. 

The FCC’s order told booster- 
station operators that they will be 
given until Sept. 30 to comply with 
any regulations covering such stations, 
which in itself constituted an admis- 
sion by the FCC that they do in fact 
exist. If Congress adopts legislation 
meanwhile to spell out the FCC’s au- 
thority in this field, the booster folks 
will be required to obey, it added. 

The FCC order specifically pro- 
hibited the on-channel boosters from 
operating on channels 4 and 5 on the 
grounds that such channels are too 
close to the wavelengths occupied by 
the aviation beacons and could there- 
fore pose a potential hazard to air- 
ways communication. The order also 
advanced the suggestions that maxi- 
mum power be limited to one watt and 
that the booster receive permission 
from the station whose signals are 
being rebroadcast. 


LAWS PROPOSED. Booster stations 
have had an unusual history, starting 
in 1954 when the first co-channel 
operations made their appearance. 
The FCC tried desperately to break 
them up as illegal, going so far as to 
issue cease-and-desist orders against 
them. Another step came in 1957 when 
a Washington state court upheld the 
right of the FCC to close down a 
booster station in Bridgewater, Wash.., 
but remanded the specific case back to 
it because it felt the FCC should give 
greater consideration to booster oper- 
ations in general. 

Since then the booster stations have 
grown like the proverbial Topsy, now 





Washington Memo 





total about 1,000, most in the Pacific 
Northwest. By a strange coincidence, 
the chairman of the powerful Senate 
Commerce Committee, Senator War- 
ren G. Magnuson, comes from the 
state of Washington—-so it seems clear 
that the FCC’s action was designed at 
least partly to placate the Congres- 
sional critics. 

The commission asked Congress to 
amend the Communications Act in 
two respects in order to give it the 
necessary legal authority to regulate 
the newly recognized booster stations. 
The first amendment would revise 
Section 318, which now requires that 
an operator be in attendance at a 
broadcast station. The amendment 
was regarded as necessary because 
booster stations are unattended. 

The second would change Section 
319, which now precludes the FCC 
from issuing a license to anyone who 
has constructed a broadcast station 
before a license has been granted. 
This amendment was designed to ac- 
commodate the ex-post-facto boosters 
built as early as five years ago. Repre- 
sentative Oren Harris (D-Ark.), 
chairman of the House Commerce 
Committee, has already introduced 
legislation which would provide these 
amendments. 


CATV CONTROL. While the FCC was 
going about the business of recom- 
mending legislation, it also deemed 
it advisable to ask Congress to do 
something about narrowing the gulf 
which separates private station opera- 
tors and entrepreneurs of community 
antenna tv systems. Specifically, the 
commission urged Congress to adopt 
legislation to require such systems to 
secure permission from a station to 
pick up and relay signals to its sub- 
scribers. 

The FCC also asked Congress to 
require a community antenna system 
to carry the local station’s programs 
if the station asked it to do so. It 
seems clear, however, that Congress 
will be in considerably less of a hurry 
to adopt such regulations because the 
community antenna representatives 


are known to be well-liked on Capitol 
Hill and have many friends among 


influential committee members. 

At its convention here last year, the 
National Community Television Asso- 
ciation made a special point of send- 
ing delegations to Congress to plead 
for immunity from FCC regulation— 
and evidently won their point because 
FCC chairman Doerfer later acknowl- 
edged that the FCC doesn’t have and 
doesn’t want jurisdiction. 

Senator Magnuson has announced 
his intention of introducing legislation 
to put community antenna systems 
under FCC jurisdiction and said that 
a subcommittee headed by Senator 
John Pastore (D-R. I.) will conduct 
hearings on the matter. However, it’s 
still regarded as extremely unlikely 
that Congress will act hastily to do so. 


COMMON CARRIERS. The FCC 
order also stirred up a_ potential 
hornet’s nest with the announcement 
that it would shortly resume process- 
ing applications by common carriers 
desiring to transmit metropolitan tv 
signals to community antenna opera- 
tors. This was precisely the announce- 
ment which stirred large-scale pro- 
tests by private station owners last 
year. 

The merits of the dispute to one 
side, it may be stated that small-town 
tv service will undoubtedly be im- 
proved and expanded by the commis- 
sion’s actions. 

Community antenna operators will 
likewise benefit by the reaffirmation 
of the FCC’s position. 
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SRDS May issues reflect estimates of January |, 1959 market conditions 
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Grey Advertising’s media executives working 
with SRDS market and media data during a 


new-client meeting. 


nade NLS 


113 iibhed ahha 





Helen Wilbur, Media Group Supervisor; Aileen Barry, 
Chief Print Buyer; Ken Kearns, Chief Time Buyer; Gene 
Accas, Associate Director of Media; Joan Stark, Media 


Group Supervisor; Phil Branch, Media Group Super- 
visor; Dr. E. L. Deckinger, Vice President and Director 


of Media. 
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The Grey agency market-media session pictured here 
represents but one of a hundred and one ways SRDS 
market data sections are used every day. A survey shows 
that 93% of agency people using SRDS use its consumer 
market data sections; 90% use the media maps. In the 
normal process of market selection and media evaluation, 
market information and media information go hand-in- 
hand. Having them together in SRDS is a great con- 
venience to both buyer and seller of space or time. 


So it makes sense for a medium to register its whole 
sales story by advertising its market and market cover- 
age in the market data sections of SRDS, and its special 
values as an advertising medium on the listing pages. 





consumer market information — 





SROS 


Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 


Walter E. Botthof, Publisher @ @ 17] N's ?] 


1740 Ridge Avenue, Evanston, Ill. 


Sales Offices: 
Evanston, New York, Los Angeles 
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PHILCO FACE - LIFTING. Philco 
Corp., still in the throes of its come- 
back drive, sold $22 million of 414- 
per cent convertible, subordinated de- 
bentures to investors last month and 
gave the security analysts a glimpse 
of just what the management has in 
mind for this company. The funds 
will be used for general corporate 
purposes, including the additional 
plant and equipment for the produc- 
tion of transistors by its subsidiary, 
Lansdale Tube Co., and for the pro- 
duction of electronic computers and 
the equipping of a new research 
center. 

Philco established a Philco Finance 
Co. to finance sales of various Philco 
products. Temporarily, at least, the 
loans of the finance company, and 
loans made to finance defense con- 
tracts, will be reduced. These loans 
total $19 million. But it’s significant 
to note that the management believes 
that with the proceeds of the present 
$22 million bond offering, coupled 
with earnings and depreciation allow- 
ance, the company will have enough 
funds to meet its capital expenditures 
through 1961 and presumably not 
seriously disturb its alteration of the 
loans. 

It’s clear, then, that the face-lifting 
job on Philco is entering its final 
phase. By 1960 the company should 
be well on its way to regaining its 
position as a good money-making 
company. 
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SALES AND PROFITS. In 1958 
Philco reported sales of $350 million 
and profits equal to 61 cents per share 
on the 4,069,629 shares outstanding. 
(If all the newly issued debentures 
are converted, the number of Philco 
common shares outstanding would be 
increased by 660,000 shares.) 


Philco still obtains over 35 per cent 
of its total volume from the sale of tv 
receivers, radios and phonographs. It 
has balked at producing color tv sets 
on the grounds that it will not be com- 
mercially feasible until a lower cost 
receiver has been developed. In the 
monochrome field it is still benefiting 
from its introduction of a black-and- 
white picture tube which saves two 
inches in depth and has enabled the 
company to get an edge on other com- 
panies in the growing portable tv set 
market. At present, Philco ranks 
among the nation’s top three makers 
of these items. 


The appliance division, which ac- 
counts for 27 per cent of the com- 
pany’s volume, was strengthened in 
1959 with the introduction of a “Duo- 
matic” line of washer-dryer and a new 
washer which uses bladeless water ac- 
tion instead of the conventional-type 
agitator. Last year Philco acquired 
the “Citation” line of appliances to 
give it an entry into the custom-built 
kitchen market. In this segment of the 
appliance market Philco is among the 
first five and is gradually increasing 
its position. 


GOVERNMENT WORK. The work the 
company is doing on Government and 
industrial contracts has grown steadi- 
ly in importance, accounting for over 
30 per cent of last year’s volume. It 
is producing the infra-red missile, the 
Sidewinder, the only homing missile 
that has been used in actual combat. 

The Lansdale Tube Co., for which 
the company is primarily floating the 
bond issue, designs, develops and pro- 
duces transistors, vacuum and cathode 
ray tubes. Using its own machining 
and plating techniques, Lansdale pro- 
duces a line of high-frequency micro- 
alloy germanium transistors and high- 


frequency silicon transistors for use 
in advanced electronic computers and 
missile systems. 

To keep pace with the rapid devel- 
opments in research in the electronic 
field, Philco has had to accustom it- 
self to heavy outlays. Last year it 
spent $35 million on research and 
development, and in 1959 that figure 
will climb to $40 million, with $30 
million being spent on projects spe- 
cifically keyed in to Government 
contracts. 


FOREIGN SET-UP. Philco’s foreign 
sales are operated through a subsid- 
iary which, in turn, has other foreign 
subsidiaries. However, with the ex- 
ception of Canada, the reports of 
these units are not consolidated into 
the parent-company report. One whol- 
ly owned but non-consolidated sub- 
sidiary, Phileo Corp. S. A. of Fri- 
bourg, Switzerland, reached an agree- 
ment with Thorn Electrical Industries, 
Ltd., a British company, by which 
Thorn acquired Philco’s British man- 
ufacturing and sales subsidiaries and 
a license to make and sell tv sets, 
radios and phonograph combinations 
in the United Kingdom. 

Philco is still pushing ahead with 
its patent suit against RCA, AT&T 
and others, charging that the patent 
pool, operated by RCA but to which 
the others belong, has damaged Phil- 
co. Philco has sought for monetary 
damages and protection against RCA’s 
enforcement of its patents against 
Philco. RCA has filed a counter claim, 
contending some of the Lansdale tubes 
infringe on RCA patents. 

For the past six years the price of 
Philco common on the New York 
Stock Exchange has ranged from a 
low of $10.32 per share in 1957 to a 
high of $40.50 in 1955. It’s been as 
high as $31.87 in 1959. If the earn- 
ings of the first quarter bear out the 
optimism reflected in the annual re- 
port and the management’s comments, 
the chances are that Philco share- 
holders will be reading the quotation 
tables more avidly in the months 


ahead. 
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CBS-TV Specials—5/18 8-9 
Television Age Network Program Chart— Nighttime #30-0:20 pm, duck Bonny 
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News NBC News News NBC News News NBC News News NBC News 
| 
7:00 es we | | ee 
' 
718 | — _ —_— ———a el 
News News News News News News News News News 
7:30 S| : ad wal 
| 
Tales of Texas Leave it te | 
7:45) faneers | “Tune | Buckskin oregnet seu | patabary” ‘ti Tie Tin 
Sweets Co. Whitehall P&G P&G Miles Clairol Texas Rodeo N 
Shirley Westclox Cheyenne Plymouth Ralston | abisco 
8:00 Temele a Show Wagen Train ees ri ani 
Storybook Sugarfoot PL 
ymouth | 
_ Breck — b~.J San Restless Gun Steve Canyon Keep Talking Zorro — | December i 
8:15 | (every 3d wi i P&G Liggett & Mutual of T-Up Bride wiess Years 
Polka Go Hen Sterling Drug Myers Omaha A.C. Spark | Gen, Foods 
Round 4 alt Plug 
} Walt Di 
8:30 = i . } —i—— fies A 
Father Knows| y, 2l¢s of Te Toll the | Rodsene ah Ozzie & Trackdown | The Price ts 
Bold Journey B Wells Fargo | Wyatt Earp Truth gy ta Harriet =| Socony-Mobil Right Real McCoys Yancy | The Oldsme. 
8:45 est American (color) Fast! : s | _ Derringer bile Theatre 
Ralston Lever a P&G Carter Liggett & Kedah” American (color) P&G 8. C. Johnson} Oidsm 
Scott = — Gen. Mills Marlboro Myers acer Tobacco Lever ll jobile 
Spiedel 
alt Spiede 
9:00 4 } bo —— 
Voice of Danny Arthur The Kraft M Zane Grey Tombstone 
9:15) Firestone Thomas Show | Peter Gunn Rifleman | Godfrey Show Donna Reed | Millionaire ge Pat Boone Theatre | Laugh Line Tercttery 
7 Firestone Gen. Foods | Bristol-Myers Pharma- Campbell Colgate- Chevrolet 8. Cc. Johnson} American Lépton 
’ ceuticals Californians P&G Palmolive Gen. Foods Home Prods Philip Morris 
9:30 = | 1 4 : 
Bob | 
Al - ° Tennessee 
Ann Sothern San teen, Naked City ~ baa Cummings nan I've Got A | Bat Masterson| Rough Riders | Ernie Ford 
9:45 Gen. Foods Dinas Brown & ootor) Show a Kraft-Sealtest | Lorillard Show 
Good Williamson Pet Milk R. J. Reynolds R. J, Reynolds 
soodyear Whitehall S. C, Johnson] alt Bulova | Ford aati | 
inset 
10:00 oa 4 4 s 
linia ag David Ni You Bet ¥ 
Murray Party = —— This ts Your This is oT 
ad P. ‘Torillard wr we Singer Sewing Armstrong v4 Music Playhouse 90 | Lever 
Pharma- Machine aetoste Circle Theatre P&G Toni 
10:30 __ Desilu ceuticals Garry Moore q ven _—s —s + + 7 
John Daly & ohn Daly & Show Brown & Toun Daly & john Daly & 
Westinghouse U. S. Stee N y 
News News Williamson Hour a Masquerade News 
Lorillard Lorillard U. &. Steel a Party Lorillard 
ei ae in ns , a... 
B P. Lorillard 
Hazel Bishoy 
1:00 tel See j 4 4} 
iis 








Nighttime Index 


Accused ABC W 9:30 

Adventures of Rin “Tin Tin ABC F 
7:30 

Alcoa Presents ABC Tu 10 

Alcoa& Goodyear Theatre NBC M 9:30 

Alfred Hitchcock Presents CBS Sun 
9:30 

Ann Sothern CBS M 9:30 

Armstrong Circle Theatre CBS W 10 

Arthur Godfrey Show CBS Tu 9 

Arthur Murray Party NBC M 10 

Bachelor Father CBS Sun 7:30 

Bat Masterson NBC W 9:30 

Black Saddle NBC Sat 9 

Bob Cummings Show NBC Tu 9:30 

Bold Journey ABC M 8:30 

Buckskin NBC M 7:30 

The Californians NBC Tu 9 

Cavalcade of Sports NBC F 10 

ye Sa Reporting NBC Sun 











The Chevy Show NBC Sun 9 
Cheyenne ABC alt Tu 7:30 
Johnson & Johnson, Ritchie, 
Armour 
Colt .45 ABC Sun 9 
Ritchie, Colgate-Palmolive, Beech- 
nut Life Savers 
Cimarron City NBC Sat 9:30 
Mennen Co., P&G, Bulova, Hel- 
ene Curtis, Consolidated Cigars, 
Gulf Oil, Bell & Howell 
The D.A.’s Man NBC Sat 10:30 
Danny Thomas Show CBS M 9 
David Niven Show NBC Tu 10 
Deadline For Action ABC Sun 9:30 
December Bride CBS Th 8 
Desilu Playhouse CBS M 10 
Dick Clark Show ABC Sat 7:30 
Donna Reed ABC W 9 
Dragnet NBC Tu 7:30 
The Ed Sullivan Show CBS Sun 8 
Ellery Queen NBC F 8 

















Face of Danger CBS Sat 9 

Father Knows Best CBS M 8:30 

Garry Moore Show CBS Tu 10 
Revion, Kellogg, PPG 

G. E. Theatre CBS Sun 9 

Gunsmoke CBS Sat 10 

Have Gun, Will Travel CBS Sat 9:30 

1! Love Lucy CBS Th 7:30 

I've Got A Secret CBS W 9:30 

Jack Benny CBS Sun 7:30 

Jackpot Bowling NBC F 10:45 

Jimmy Rodgers Show NBC Tu 8:30 

John Daly & News ABC M, Tu, Th. 

F 10:30 

Jubilee U.S.A, ABC Sat 8 
Hills Bros., Williamson-Dickie, 
Massey-Ferguson 

Keep Talking CBS W 8 

Kraft Music Hall NBC W 9 

Lassie CBS Sun 7 

Laugh Line NBC Th 9 


Lawless Years NBC Th 8 








News CBS M-F 6:45; 7:15 


Lawman ABC Sun 8:30 Whitehall, Parliament, 

Lawrence Welk’s Dodge Dancing Gen, Foods, Carter, Equi 
Party ABC Sat 9 Florida Citrus 

Leave it To Beaver ABC Th 7:30 Northwest BC F 7:30 


Loretta Young Presents NBC Sun 10 
Lux Playhouse CBS F 9:30 
M Squad NBC F 9 
Markham CBS fat 10:30 
Masquerade Party NBC Th 10:30 
Maverick ABC Sun 7:30 
Meet McGraw ABC Sun 10:30 
Meet the Press NBC Sun 6 
The Millionaire CBS W 9 
Naked City ABC Tu 9:30 
Name That Tune CBS M 7:30 
NBC News NBC M-F 6:45 
Bulova, Metholatum, Texaco 
oe Drug, Greyhound, No- 


a, Se 


west Passage N 
The Oldsmobile Joenwe NBC 
8:30 

Original Amateur Hour CRS F 8 

Ozzie & Harriet ABC W 8:30 

Pat Boone ABC Th 9 

People Are Funny NBC Sat 7:30 

Perry Come Show NBC Sat 8 
American Dairy, Noxzema, 
Kimberly-Clark, Sunbeam, 
strand, Elgin, Polaroid, 
pool, ybelline 

The Perry Mason Show CBS Sat 
Parliament, Sterling Drug, 
Moores, Gulf Oil (east), Hi 
Beer (west), Colgate, Van Hi 

Person To Person CBS F 10:30 

Pete Kelly's Blues NBC Sun 8: 


Notes: 


Participating programs and other programs having more than two spon- 
sors, names of sponsors appear with alphabetical listing below chart, 

CBS-TV Specials—5/18 8-9 p.m. America Pauses For Maytime Coca Cola; 5/23 
8.30-9:30 p.m, Jack Benny Hour Benrus & Greyhound. 


NBC-TV Specials—5/3 8-9 p.m, Dean Martin 


Show Timex; 5/3 10-11 p.m. Sid 


Caesar Hour Rexall; 5/6 10-11:30 pm. Emmy Awards Procter & Gamble, Benrus; 
5/8 8-9 p.m, The Berlin Story Bell & Howell; 5/15 10-11 p.m. The Bob Hope Show 
Buick; 5/24 5-6 TBA Aveo. 


































































































Shirley Temple's Storybook ABC every 





U_ S. Steel Hour CBS W 10 


FRIDAY SATURDAY SUNDAY PM 
NBC ABC ces NBC ABC ces NBC ABC css NBC 6:00 
Meet the 
Press 6:15 
t 6:30 
' 
| 
| Twentieth Chet Huntley “ 
| Century Reporting 6:45 
NBC News News NBC News Prudential —_ 
| 7:00 
| 
You Asked | Lassie Saber of 
cecilia me Fer it =| Campden | London 7:18 
News News | Skippy Soup Sterling Drug 
| 
] —7 7:30 
| Bachelor 
Adveateres of Northwest Dick Clark ~— Are | Father alt 
Rin Tin Ti Panne Show —— Jack Benn 7:45 
Texas Rodeo m tee vee (cole iad R. J. Reynolds y | . 
aime | Helene Curtis sae Toni American 
‘Rama Maverick Tobacco | steve Allen 
Rawhide | The Perry Kaiser Show 8:00 
| See Caw Drackett ‘ 
Lawless Years | 8:15 
The Ed 
| Sullivan Show 
a Wait Bin 4 ae See Jubilee wa Sue Fetes 
Presen , U.S.A. (cok Mercury | 
Orig. Amateur | RCA Wanted— Fastman- | Pete Kelly's 
The Oldsmo- eur Dead or Alive Lawman | Kodak Blues = 
bile Theatre ae. % Bristol-Myers R. J. Reynolds Ligeett & 8:45 
ile ceuticals Brown & Gen, Mills | "io 
| W'mson 
Deeenonitinn t ee Bee. + 9:00 
| 
Tombst: | | Black Saddle 
Laugh Lee — one) =—|_—s«éPPhil’: Silvers M Squad Face of Gate G, E. Theatre 
tory American Danger General 9:15 
aimee Iépton | R. J. Reynolds) ‘Tobacco | Lever | Palmolive —— Electric a 
ome Prods | Philip Morris | ick | Bulova tome | ames The Chevy 
Welk’s Dodge | Show 
ess ee eee TY ceca Dancing Party | color 9:30 
Tennessee | Lux Playhouse Dodge | wave G Alfred Cc 
Ernie Ford Lever alt | The Thin Man ™ 
eine | Colgate- Will Travel Hitchcock 9:45 
Sai | | Palmolive Lever Presents 
' F wet Whitehall | Bristol-Myers | 
— 77 Sunset | |___ Cimarron Deadline for 
NES ee re: Action 10:00 
You Bet Your | | | 
Life | The Lineup ~~ Liggett & | Richard Loretta Young 
Lever P&G Cavalcade of | Manhattan | _ Myers | Diamond Presents 10:15 
Toni Sports Shirt Remington P. Lorillard | L&aM 
Gillette Rand | 
————___________4 ___ + ——— _—___ —_— —-+—-___ 
m 4 John Daly & T a, 10:30 
asquerade News Person To What's 
Party Lorillard Person Markham Se Meet McGraw; My Line | 
ee aaa Schlitz cant Alberto-Culver| Sunbeam | 10:45 
rillard | 
Hazel Bish I Bowling Kellogg 
Bayuk Cigars | 
= | ‘ | Sunday News 1:00 
| pecial 
Whitehall 
| Carter is 
News CBS M-F 6:45; 7:15 Peter Gunn NBC M 9 Saber of London NBC Sun 7 To Tell the Truth CBS Tu 8:30 
Whitehall, Parliament, DuPont, Phil Silvers Show CBS F 9 Sammy Kaye Show ABC Sat 10 Tombstone Territory ABC F 9 
Gen. Foods, Carter, Equitable, Playhouse 90 CBS Th 9:30 77 Sunset Strip ABC F 9:30 Top Pro Golf ABC M 9:30 
Florida Citrus Kimberly-Clark, American Gas American Chicle, Carter Prods., Trackdown CBS W 8:30 
Northwest Passage NBC F 7:30 Asan. Generel. Aniline, Helene Whitehall, Ritchie Twentieth Century CBS Sun 6:30 
The Oldsmobile Theatre NBC Th “ : 


Original Amateur Hour CBS F 8:30 

Ozzie & Harriet ABC W 8:30 

Pat Boone ABC Th 9 

People Are Funny NBC Sat 7:30 

Perry Como Show NBC Sat 8 
American Dairy, Noxzema, RCA, 
Kimberly-Clark, Sunbeam, Chem- 
strand, Eigin, Polaroid, Whirl- 
pool, Maybelline 

The Perry Mason Show CBS Sat 7:30 
Parliament, Sterling Drug, H. C. 
Moores, Gulf Oil (east), Hamm's 
Beer (west), Colgate, Van Heusen 

Person To Person CBS F 10:30 

Pete Kelly's Blues NBC Sun 8:30 


Curtis, All State Insurance, R. J. 
Reynolds 
Plymouth Show with Lawrence Welk 
ABC W 7:30 
Polka Go Round ABC M 8 
The Price Is Right NBC W 8:30 
Rawhide CBS F 7:30 
Allied Vans, Lever, Pharmaceu- 
ticals 
Real McCoys ABC Th 8:30 
Red Skelton Show CBS Tu 9:30 
Restless Gun NBC M 8 
Richard Diamond CBS Sun 10 
Rifleman ABC Tu 9 
Miles, Ralston, P&G 
Rough Riders ABC Th 9:30 


3rd M 7:30 
Steve Allen Show NBC Sun 7:30 
DuPont, Hazel Bishop, Mutual 


American Chicle, R. J. Reynojds 
Sunday News Special CBS Sun 11 
Tales Of Texas Rangers ABC M 7:30 
Tales of Wells Fargo NBC M 8:30 
Tennessee Ernie Ford Show NBC Th 

9:30 
The Texan CBS M 8 
Texas Rodeo NBC Th 7:3 
The Thin Man NBC F 9:3 
This is Music ABC Th 1 
This Is Your Life NBC W 10 


— 


20 


Voice Of Firestone ABC M 9 

Wagon Train NBC W 7:30 
Ford, National Biscuit, 
Reynolds 

Walt Disney Presents ABC F 8 
Quaker, Reynolds, Hills Bros., 
Hudson Pulp & Paper 

Wanted—Dead or Alive CBS Sat 8:30 

Wednesday Night Fights ABC W 10 

What's My Line CBS Sun 10:30 

Wyatt Earp ABC Tu 8:30 

Yancy Derringer CBS Th 8:30 

You Asked For it ABC Sun 7 

You Bet Your Life NBC Th 1¢ 

Zane Grey Theatre CBS Th 9 

Zorro ABC Th & 


R. J. 


My second most prized possession 


Mr. Charles Dillon “Casey” Stengel and his wife lead 
the colorful life. 

The prize possession of Mr. Stengel, who is a banker 
and a linguist, is the sports memorabilia in his home. 
His second most prized possession: an RCA Victor 
Townsend Color TV set. Mr. Stengel explains: 

“Now my wife could tell you that many years back, 
when I was working around Brooklyn, but we lived in 
New York—so there was quite a bit of commuting to 
work—but that was before I moved on to Boston, 
where I was only about 15 minutes away. Matter of 
fact, I guess I’ve been all over this country, and had a 


lot of fun, and seen most places. And they still remember 
us in a lot of them, from which | got Christmas cards 
that we enjoy every year, especially the fellas you work 
with on one thing or another. It’s all been a lot of fun. 
Especially Color TV.” 

More and more, Color TV keeps making a place for 
itself with people who lead the colorful life. No wonder. 
It’s the most exciting television to watch—the proudest 
to own. It’s the best television there is. Ask your RCA 
Victor dealer for a demonstration. Prices from $495. 

ON THE 5TH ANNIVERSARY OF COLOR TV— 
SEE THE DIFFERENCE COLOR TV MAKES 


For expert service and installation, RCA Factory Service is available in most TV areas. Nat'ly adv'd list 
price shown, optional with dealer. UHF opt., extra. Price, specifications subject to change without notice, 


@ RCA VICTOR 
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Television Age Network Program Chart—Daytime 


Daytime Index 


Adventure Time ABC Tu, Th 5:30 
Adventures of Robin Hood CBS Sat 
11:30 
American Bandstand ABC M-F 4 
As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Miles, Quaker Oats, 


Pillsbury, Swift 
Baseball Games of the Week CBS Sat 
& Sun 1:30 


3 
The Big Payoff CBS M, W, F 3 
Bishop Pike ABC Sun 12 

















MONDAY-FRIDAY SATURDAY SUNDAY PM 
ABC CBS ABC cBSsS ABC CBS 1:30 
1:45 
2:00 
2:15 
2:3¢ 
Dough-Re-Mi Howdy Doody 2:4§ 
Continental 
Baking 
3:0€ 
Godfrey Time Mighty Mouse) Ruff & iReddy 3:1 
Playhouse 
Gen. Foods 
4 ‘ Colgate- ° 
Patuolive 3:31 
The Price is . 
1 Love Luc Right Heckle : 
. Jeckle 3:4! 
Swift 
Gen, Mills 
4:0 
Top Dollar | Concentration Adventures of; Circus Boy 
Colgate Robin Hood Mars alt 4:1 
Gen. Foods Col 
Palmolive 
4:31 
Tie Tac “ Gere 
Deugh ‘rue Bishop Pike = 
oe oe Sterling 4:4: 
5:0 
Search For 
Tomorrow it Could Be 
P&G You Detective’s | john Hopkins 5:1 
The Guiding Diary File 7 
Light Steriing 
P&G 5:31 
College News 
Music Bingo in 
part Mr. Wizard 5:4 
The Brighter Day CBS M-F 4 The Edge of Night CBS M-F 4:30 of the Sea, Swift, Kellogg, Toni, 
Captain Kangaroo CBS Sat 9:30 P&G, Sterling Drug, Miles, At- Atlantis, Carnation, Pillsbury, 
College News ABC Sun 1 lantis, Pet Milk, Pillsbury, White- A. EB Staley, Swift Derby Joh 
Concentration NBC M-F 11:30 hall Howdy Doody NBC Sat 10 Kal 
Alberto-Culver, Lever, Armour, From These Roots NBC M-F 3:30 1 Love Lucy CBS M-F 11 Leo 
Frigidaire, Heinz, Miles, Nabisco, Fury NBC Sat 11 Lever, Gen, Foods, Gerber, Block s 
Nestle, Whitehall, Bauer Gale Storm ABC M-F 2:30 Drug, Scott, S. C, Johnson, Dow The 
Black, Ponds, Gold Seal G.E. College Bowl CBS Sun 5:30 Chemical, Kodak 
County Fair NBC M-F 4:30 George Hamilton 1V ABC M-F 12 It Could Be You NBC M-F 12:30 The 
Sterling, Lever, Kleinert, Gen. Godfrey Time CBS M-F 10:30 Whitehall, Ponds. P&G, Alberto- Lov 
Mills, Frigidaire, Heinz, E.E.I., Standard Brands, Hoover, Glam- Culver, Armour, Nestle, White- 
Dixie Cup, Gold Seal orene, Supphose, U, 8. Steel hall, Corn Products, Brillo, Na- 
Day in Court ABC M-F 2 The Guiding Light CBS M-F 12:45 bisco, Miles, Standard Brands 
Detective’s Diary NBC Sat 12:30 Haggis Baggis NBC M-F 2:30 Jimmy Dean Show CBS M-F 2 Ma, 
Dough-Re-Mi NBC M-F 10 Heckle & Jeckle CBS Sat 11 8. ©. Johnson, Lever, Gen. Foods, s 


Congoleum-Nairn, Armour, Na- 
bisco 


House Party CBS M-F 2:30 
Lever, Standard Brands, Chicken 


Toni, Libby, Miles, Gerber, Sup- 
phose, Armstrong, Brown & 


MONDAY-FRIDAY 
ABC CBS 


SATURDAY SUNDAY 


NBC CBS 





| Leo 
As The | Durocher’s 
World Turns | | Warmup 
+ 


; 


| 


Major League 
Baseball 


(start time 
varies) 


Day in Court) jimmy Dean | Queen for a 
part Show Day 


| 
| 
| 


Gale Storm 
Dart 


The Big Young 
Payoff Dr. Malone 
Colgate- P&G 


Open Hearing 
Palmolive | 


E.EI 


Whe Be Vee | va Verdict 
part is Yours P&G 


From These 
Roots 


The Brighter 
American 
Bandstand 
part (to 5:30) 


The Edge of County Fair 
Night 


Paul Winchell 
Preakness Show 
5/16 5:30-6 


Hartz Mtn, 
| Prods. Omnibus 
alt Was 


Adventure Kaleidoscope 


Time T, Th 
Mickey Mouse 
M, W, F 
part 





Wm'son, Chicken of the Sea, Gen. 
Mills 


John Hopkins File 7 ABC Sun 12:30 
Kaleidoscope NBC alt Sun 5 
Leo Durocher’s Warmup NBC Sat & 
Sun 1:45 
The Lone Ranger ABC Sun 5:30 
Cracker Jacks, Gen. Mills, Fritos 
The Lone Ranger CBS Sat 5:30 
Love of Life CBS M-F 12 
American Home Prods, Block 
Drug, Toni, Dow Chemical, Lever, 
Scott, Atlantis, Gen. Mills 
Major League Baseball NBC Sat & 
Sun 1:55 
Bayuk, Anheuser-Busch, Nat. 
Brewing, Genessee Brewing 


The Lone 
Ranger 
Nestle 
Gen, Mills 





Mickey Mouse ABC M, W, F 5:30 
Mighty Mouse Playhouse CBS Sat 
10:30 

Mr, Wizard NBC Sat 1 

Music Bingo ABC M-F 1 

Omnibus NBC alt Sun 5 

Open Hearing ABC Sun 3 

Paul Winchell Show ABC Sun 5 

Piay Your Hunch ABC M-F 12:30 

Preakness CBS Sat oto 5:30 

The Price is Right NBC M-F 11 
Ponds, Lever, Sterling Drug, 
Whitehall, Sunshine, Standard 
Brands, Frigidaire, Heinz, Dixie 
Cup, Alberto-Culver, EEL, 
Miles, Corn Prods, Gen, Mills 


Lone Ranger 








Queen for a Day NBC M-F 2 
Congoleum-Nairn, Armour, Al- 
berto-Culver, Kleinert, Miles, Na- 


bisco 
Ruff & Reddy NBC Sat 10:30 
Borden, alt wks Mars, Gen. Foods 
Search For Tomorrow CBS M-F 12:30 
The Secret Storm CBS M-F 4:15 
American Home Prods, Gen. Mills, 


Scott 
Tic Tac Dough NBC M-F 12 
id Seal, Ponds, P&G, Stand- 
ard Brands, Heinz, Alberto-Cul- 
ver, Gen. Mills, Sunshine, Con- 
goleum-Nairn 
Top Dollar CBS M-F 11:30 
Treasure Hunt NBC M-F 10:30 


G.E. College 
Bow! 
Gen, Electric 


P&G, Lever, Gold Seal, Alberto- 
Culver, 
Brillo, . Heinz, 
Gen. Mills, Sterling, Whitehall 

True Story NBC Sat 12 

Truth or Consequences NBC M-F 4 
Ponds, Sterling, P&G, Standard 
Brands, Corn Prods, Alberto-Cul- 
ver, Whitehall 

Uncle Al Show ABC Sat 12 

The Verdict Is Yours CBS M-F 3:30 
Standard Brands, American Home 
Prods, Lever, Carnation, Swift, 
Gen, Mills, Toni, 8S. C. Johnson, 
Sterling Drug, Scott, Atlantis 

Who Do You Trust ABC M-F 3:30 

Young Dr, Malone NBC M-F 3 








in the NEW PITTSBURGH 


Take TAE and See 


hefty. hearty sales-builder in the growing Pittsburgh 


Ww! ] ‘AE ~\ BASIC ABC IN PITTSBURGH 


VIDEOTAPE 
BIG TELEVISION IN PITTSBURGH Ly 


REPRESENTED BY THE KATZ AGENCY 
CHANNEI 4 2 


PITTSBURGH BICENTENNIA 
GROWING WITH 
PITTSBURGH'S 
RENAISSANCE 





{ 


MAY 4, 1959 


TELEVISION AGE 


he Gold Seal Co., makers of Glass 

Wax (currently running spring- 
cleaning schedules in top markets— 
see Sport Report March 9), credits 
tv with helping put across a “new 
use” for the product. 

The new use as discussed by Paul 
Morgan, vice president and general 
manager of Campbell-Mithun’s Los 
Angeles office, at a meeting of the 
Association of National Advertisers, 
was the famous and now perennial 
Christmas stencil promotion. 

Mr. Morgan’s topic was “Pioneer- 
ing” —in quality, theme, distribution, 
etc. The challenge offered by Glass 
Wax was one which meant pioneering 
in sales promotion. The product had 
two important selling seasons—spring 
and fall, when major housecleaning 
occurs. During the winter months of 
November and December sales were 
naturally low. 

To boost sales during these months, 
the thought of using Glass Wax 
for decorative window stencils was 
evolved. The idea was first tested be- 
fore Christmas 1955 in Los Angeles, 
Cincinnati - Dayton-Columbus, Pitts- 
burgh and Minneapolis-St. Paul. 

In Los Angeles alone, there was a 
549-per-cent increase in pints of Glass 
Wax sold over the previous year. With 
just a few test markets, national sales 
for the product showed a 12.5 in- 


crease in December business. 


a review of 


current activity 


in national 
spot tv 


Further research showed that 60 
per cent of the purchasers of the sten- 
cil kit bought Glass Wax to go with 
them, and 20.9 per cent of these peo- 
ple were first-time users of Glass Wax. 
In addition to the profit made on the 
stencil kits, which retailed at 59 cents, 
grocers got tie-in profits through sales 
of colorings to mix with Glass Wax 
and cellulose sponges to apply the 
liquid. 

The initial tests showed a high chil- 
dren’s interest in the stencils, and 
when the promotion was introduced 
nationally in 1956 via commercials 
on the Perry Como Show, top mar- 
kets got auxiliary schedules of filmed 
minutes slotted in kid programs. 

In the first year of the full-scale 
promotion, Glass Wax sales rose 34 
per cent over the 1955 figure. About 


i 
In Boston, Miss Rosemary Rohmer 
has been named director of the media 
department at Hoag & Provandie, Inc. 


REPORT 


80 per cent of the increase is credited 

to the stencil promotion alone. 
While the company about 

$294,000 in spot during 1956, it more 


than doubled that figure the follow- 


spent 


ing year with an +xpenditure of 
$605,000. Last year, the spot budget 
returned to a figure nearer that of 
1956, but the early activity this sea- 
son indicates increased funds. The 
decline in 1958 was caused by budget 
diversions to new products and a 


slight increase in network funds. 
ae * * 


The thinking behind the American 
Motors spring buy of ID’s and min- 
utes Friday nights on 170 stations in 
76 markets was discussed by Rambler 
ad manager E. B. Brogan, who said, 
“The Friday-night campaign should 
produce immediate traffic on Saturday 
in our showrooms. It will reach 65 
per cent of the potential tv audience, 
representing 96.4 per cent of the na- 
tion’s tv homes, without the produc- 


tion costs of a show.” 


AMERICAN HOME PRODUCTS 
Div. Boyle-Midway, Inc. 

(J. Walter Thompson Co., Inc., N. Y.) 
May 18 will see the start of schedules of 
minutes and 20’s for BLACK FLAG 
insecticide in a market list expanded over 
last year’s. About 30 markets, primarily 
southern ones, will get the placements, to 
run 17 weeks through the summer. 

Mario Kircher is the timebuyer. 
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ANHEUSER-BUSCH, INC, 
(D'Arcy Adv. Co., Inc., St. Louis) 
The brewer will repeat the BUDWEISER 
“Pick-A-Pair of 6-Paks” campaign which 
ran last year throughout the summer. 

A reported 75 tv-radio markets will get 
schedules of minutes, with 115 video 
stations used last summer and probably a 
similar number this season. Eight-week 
schedules start late this month. Harry 
Renfro, tv manager, is the contact. 


ARMSTRONG RUBBER CO. 
(Lennen & Newell, Inc., N. Y.) 

As usual at this time of year, schedules for 
the firm’s tires get under way this month in 
markets similar to those used in the past. 
About 40 top areas get placements of 

night minutes for 13-15 week runs. 

Marion Jones is the timebuyer. 


BORDEN CO. 

(Lennen & Newell, Inc., N. Y.) 
Activity continues for INSTANT whipped 
potatoes from Borden’s, with additional 
markets joining those which received 
schedules early in March. Day and night 
minutes and 20’s go for about eight weeks. 
Chips Barrabee is the timebuyer. 


BREYER ICE CREAM CO. 
(Lewis & Gilman, Inc., Phila.) 

This firm has several branches and 
distribution throughout a 10-state area, but 
at present is using spot only in Philadelphia. 
Filmed minutes in prime times run, and 
there could be a possibility of additional 
business in the future for the plants in 
Newark and/or Washington, D. C. Media 
director Evelyn Walmsley handles the 
buying. 


CARTER OIL CO. 
(McCann-Erickson, Inc., Chicago) 
This regional—Montana, Oregon, 
Washington, Colorado—subsidiary of 
Standard Oil Co. has set a 52-week buy of a 
five-minute sports program on KOMO-TV 
Seattle, and probably is interested in 
similar shows in other top markets in the 
area. Chester Posey, vice president and 
Chicago office manager, is the contact. 


Buyer Profile --.-- - 
464 pean criticism of television 


programming comes from the 
print medium. Print sources will, for 
instance, criticize triple-spotting; but 
they will think nothing of putting 
three or four pages of ads back to 
back. They decry tv for its lack of 
intellectual stimulation; yet, among 
the biggest carriers of print advertise- 
ments are Life magazine and the New 
York Daily News—are these egghead 
publications?” 

Gary Pranzo, timebuyer at Cunn- 
ingham & Walsh, New York, con- 
tinues his views further: “I don’t 
think programming should be im- 
proved the way the intellectuals want 
it improved. I don’t know whether 
entertainment has to stimulate the 
mind. Entertainment is an escape. If 
people like westerns, let them watch 
westerns. Current programming is 
good because jt’s what the masses 
want.” 

Pay television, he also asserts, were 
it adopted, would not change pro- 
gramming trends. “What the com- 
panies would be looking for would be 
more quarters in the slots, and the 
way to get them is to give the people 
what they want.” 





GARY PRANZO 





The over-all confidence Mr. Pranzo 
has in the television medium is sup. 
ported by the Andrew Jergens Co., 
whose account he handles. “Since 
Jergens went into spot tv,” Mr. Pranzo 
reports, “its sales have boomed, and 
its ad budget is now about 75 per cent 
in television. The company is among 
the top 25 in spot tv spending and 
covers close to 100 markets.” 

A jazz enthusiast with an impres- 
sive record collection, Mr. Pranzo 
lives in Brooklyn, New York, with his 
wife and five-month-old daughter. He 
studied advertising at the College of 
the City of New York, joined C&W as 
an estimator in 1956 and has been at 
the agency since. 





CHAMPLIN OIL CO. 
(Tracey-Locke Co., Inc., Dallas) 

A gasoline-and-oil producer with 
distribution throughout the midwest area 





ART TOPOL, timebuyer at Donahue 
& Coe, New York, has left the agency 
to join Ogilvy, Benson & Mather, that 
city, in the same capacity. DICK 
WALLER, broadcast buyer at D&C, 








MR. WALLER 


will be taking over on Tri-Nut, Lady 
Esther and Scripto. 


Personals 


ED KASSER, formerly timebuyer on 
Du Maurier cigarettes at EWR&R, 
Chicago, has moved to Arthur Meyer- 
hoff, that city, replacing BOB PEN- 
NINGER, who is now with Kenyon & 
Eckhardt. 


PETE FULTON has left Compton, 
New York, to join Katz Agency as a 
sales representative. At Compton, in a 
revamp move, CHIZ CRASTER will 
pick up R. T. French and some Good- 
year, while MARTIN FOODY will 
take on Hotpoint. 


DOROTHY BARNETT has been 
promoted to buyer on Bromo-Seltzer at 
Warwick & Legler, New York. She'll 
be handling the account’s television 
buying. 


L. C. LAUFER has joined Fulton 


Morrissey, Chicago, as broadcast buyer. 
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(Missouri, Kansas, Oklahoma, the Dakotas, 
etc.) , this company began a 33-week spot 
schedule the first of this month on KQTV 
Fort Dodge, Iowa, in a continuing use of 
video. Media director Ernestine Parker 

is the contact. 


CLIMAX INDUSTRIES 
(Atlantic/Bernstein Associates, N. Y.) 
Another new toy product moves into spot 
this month, as about 14 top markets begin 
schedules of filmed minutes for DOH-MIX. 
It’s a powdered modeling material that 
hardens into a wood-like substance. The 
placements in kid programs begin about 
issue date for 8- and 13-week runs. Account 
executive Irving Glick is the contact. 


COLGATE-PALMOLIVE CO. 
(Ted Bates & Co., Inc., N. Y.) 
Reports have it that there is new activity on 
for FAB with 13-week placements in quite 
a few top markets, but as usual, it’s 
difficult to pin down exact details. The 
brand primarily depends on day and 
late-night minutes. Gordon Dewart 

is the timebuyer. 


CONTINENTAL CASUALTY CO. 
(George H. Hartman Co., Chicago) 
This insurance firm ran several weeks of live 
minutes and ID’s in New York and 

Los Angeles earlier this year (see Feb. 9 
Spot Report), and reportedly is preparing 
another campaign on its insurance for 
people “over 65.” Much of this month’s 
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SPOTS 


TAILOR MADE 
FOR NATIONAL 
TELEVISION 
ADVERTISERS! 









= CKLW-TV is the one Detroit Area television station 
“ready made” for the national Spot Advertiser who cannot be 
troubled by network clearances and who needs prime time 
for his message. This, coupled with more impressions, more total 
homes, more rating points for the advertiser's dollar 
makes channel 9 the most efficient and economical 


buy in the nation’s fifth market. 





> ‘GUARDIAN BLDG. DETROIT 26, MICH. 


J. E. Caompecowu, President 


Young Television Corp., Notional Representative 
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activity is centered on radio, but there could 
be some tv as well, both in new markets 

and in the ones used previously as a 
follow-up. Media director Virginia Caldwell 
is the contact. 


CORNING GLASS WORKS 
(N.W. Ayer & Son, Inc., Phila.) 


There’s apparently no end to the activity for 
this company’s new line of PYROCERAM 
cookware, as scattered markets continue 

to get introductory campaigns. The buying 
now is concentrated in the north central 
area, but markets are added wherever 
distribution is obtained. Four-week flights of 
minutes in day and night times are set 

on fairly strong frequencies. Joe Fierro is 
the timebuyer. 


DIAMOND CRYSTAL SALT CO. 
(Duffy, McClure & Wilder, Inc., 


Cleveland) 


Having first used some brief test campaigns 
about a year-and-a-half ago, this company 
continues to use spot infrequently. It 
reportedly set schedules in a dozen markets 
east of the Mississippi last month. 

B. D. Spofford is the account executive and 
contact. 


DRINKS, INC. 
(Direct, N. Y.) 


Schedules just started for NU FIZZ, the 
children’s powdered-drink product which 
used spot last summer in New York, Buffalo, 
Milwaukee, Boston, Providence, 
Binghamton and west-coast markets, among 
others. Minute films go in kid shows. 
Advertising director Fred Bruns is the 
contact. (Charles W. Hoyt Agency, N. Y., 
was appointed to the account at press time.) 


ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., N. Y.) 


Although most of the FLIT money for the 
summer appears slated for network 
(Cimarron City and David Niven Show), 
there is a chance that some markets will get 
spot schedules from additional funds. The 
network buys start next month, so a similar 
date would hold for spot activity. 

Jay Schoenfeld is the timebuyer. The middle 
of this month reportedly will see a brief 
placement for ATLAS tires, with 20’s used 





Agency group sees the KHJ-TV Los Angeles presentation, “The New Sound in 


Sight on KHJ-TV,” as it was telecast on WoR-TV New York recently. Seated in 


H-R Television’s conference room (l. to r.) are Jordan Schreiber, Larry Bershon 


and Al Yoblon, all Benton & Bowles; Bob McNamara, national sales coordinator 


of RKO Teleradio Pictures, which owns and operates both stations; Jack Taylor, 
Benton & Bowles, and Mal Ochs, Grey Advertising. 





in prime time. A second flight will come on 
at the end of June. Sy Goldis is 
the timebuyer. 


J. A. FOLGER & CO. 
(Cunningham & Walsh, Inc., N.Y.) 
As noted here last issue, this company’s 
coffee is active again with six-to-eight-week 
schedules having begun in Iowa, Missouri, 
Colorado, Mississippi and Florida. Strong 
schedules of 20’s are primarily daytime, with 
ID’s used at night. Al Randall is the 
timebuyer. 


FUN-BILT TOYS, INC. 
(Frank Moreland Co., L. A.) 


The activity reported here March 9 for this 
firm, subsequently postponed due to 








Introduction of Ziv’s Bold Venture into the New York market on WcBs-TV was 
the occasion jor this gathering, which includes (l. to r.) Joe Kotler, Ziv’s 
syndication sales manager; Merle Jones, president of CBS Television stations; 
Dane Clark, star of Bold Venture, and Norm Walt, wcss-tv sales manager. The 
syndication is currently running in 163 markets and eight foreign cities. First 


program on WCBS-TV received an 18.4 rating. 
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production difficulties, is now on with 
eight-week placements of minutes in 

New York and Los Angeles. Several kid 
shows on a couple of stations in each market 
are running live spots for CLAY DOODLE. 
Account executive Frank Moreland 

is the contact. 


GENERAL FOODS CORP., 
Perkins Div. 

(Foote, Cone & Belding, Inc., 
Chicago) 

As customary at this time, KOOL AID is 
preparing to break with schedules in a 
number of top and secondary markets. The 
emphasis will be on daytime minutes and 
20’s, with a few ID’s, to reach both the kids 
and their mothers. Filmed and “live 
personality” spots will be used for about 
eight weeks through the hot weather. A few 
schedules are starting currently, but 

the major drive should begin later this 
month. Genevieve Lemper is the timebuyer. 


GENERAL TOY CO. 
(Webb Associates, Inc., N. Y.) 


This distributing firm for REMCO toys and 
AMERICAN CHARACTER DOLLS just 
wound up a $100,000 spring campaign in 
New York and will spend the summer 
“resting and buying for fall.” A September 
return in 40 top markets is scheduled, with 
children’s programs getting placements 

of live and filmed minutes. The year’s 
expenditure will be “about $1 million.” 
Bernie Schiff is the tv director and contact. 


CHARLES E. HIRES CO. 
(Maxon, Inc., N. Y.) 

The expected spring campaign on HIRES 
root beer, as outlined here Feb. 9, is 
materializing, but not in the manner looked 
for. Rather than the agency setting 
schedules in various markets, all buying is 
being handled by the local bottlers. The 
agency prepared films for distribution, but 
details as to where and when they’re being 
placed and in what frequencies are known 
only by the distributor in each market area. 
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HOLLYWOOD BRANDS, INC. 


(Grubb & Petersen Adv., Champaign, 
lil.) 

\lthough the maker of MILK SHAKE and 
BUTTER NUT candy bars has been 

using ABC-TV’s American Bandstand, it's 
also keeping spot schedules going in 

selected markets. Renewal activity is 
reported on in some for the next 13 weeks, 
with filmed daytime spots usually set. Media 
director Helen Huley handles the buying. 


HUDSON PULP & PAPER 
CORP. 

(Norman, Craig & Kummel, Inc., 
V.Y.) 


(series of brief flights was placed in major 
markets all across the country for 

HUDSON paper produc's, then canceled 

late last month. The reason given was a 
temporary budget cutback, and the 

agency believes there’s a chance the 
placements will be reinstated in the future. 
Inez Aimee is the timebuyer. 





Rep Report 


The midwest manager for the new- 


ly formed Television Advertising 


Representatives, Inc., is Lamont L. 





MR. THOMPSON 


“Tommy” Thompson who will head- 
quarter in the firm’s Chicago offices 
in the Wrigley Building. Mr. Thomp- 
son is a veteran of a dozen years in 
broadcast sales, having last served as 
director of client relations for CBS- 
TV spot sales. Earlier, he was sales 
manager of wrcT-TV Hartford and 
worked before that with CBS-TV spot 
sales in San Francisco, Chicago and 
New York. 

Frank A. Cason Jr. became man- 
ager of Headley-Reed’s Atlanta office, 
coming to the representative with a 
background including 14 years with 
Ws8 Atlanta in radio and tv and sub- 
sequent agency experience with Burke 
Dowling Adams. 

Peters, Griffin, Woodward, Inc., 
announced the appointment of Louise 
Lang as director of public-affairs pro- 
gramming at wis-Tv Columbia, S. C. 





Gordon Hellmann has been made di- 
rector of advertising and sales promo- 
tion for Transcontinent Television 
Corp. stations, it has been announced 
by David C. Moore, president. Mr. 
Hellmann joined TTC last year as 
director of sales development. Before 
that he was director of sales promo- 
tion at Television Bureau of Adver- 
tising. Transcontinent stations include 
wer-Tv-AM Buffalo, wroc-tv Roches- 
ter, WNEP-TV Scranton-W ilkes-Barre 
and wsvA-TV-AM Harrisonburg. Un- 
der an agreement now pending FCC 
approval, Marietta Broadcasting’s 
west-coast stations would come under 
TTC ownership and operation. They 
include KFMB-TV-AM San Diego and 
KERO-TV Bakersfield. 





INSTANT GRIP CEMENT CO. 
(Marcus Adv., Inc., Cleveland) 
A reported test in southern markets is in the 


works for INSTANT GRIP, a household- 
glue item which blanketed some midwest 
markets a few years back with heavy, 

brief schedules of mostly nighttime minutes. 
A series of live demonstrations was 

followed by filmed announcements in the 
previous campaigns. President Donald H. 
Marcus is the contact. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., 
St. Louis) 


With about 5.500 one-minute spots currently 
running in 147 markets for its spring 

drive, International Shoe and its agency are 
reported preparing plans for an “even 
bigger” fall tv “spotacular.” This campaign 
will kick off in August for the back-to-school 
season. Minutes and 20's in kid shows 

will be used primarily. Media manager 
Fred Wuellner is the contact. 


JAMES INDUSTRIES, INC. 
(Atlantic / Bernstein Associates, N.Y.) 
This maker of SLINKY toys has a new 
product known as IT, a pliable, plastic 
substance available in colors for kids to 
tinker with, that’s currently using spot in 
New York. Filmed minutes are running in a 
number of children’s shows. Chicago gets 
schedules early this month, and additional 
top markets are to be added. Irving Glick, 
account executive, is handling the 
placements. 





KEEBLER BISCUIT CO. 
(Lewis & Gilman, Inc., Phila.) 


This producer of about 85 varieties of 
crackers and cookies is a consistent spot 
user in Philadelphia, Lancaster, Pittsburgh, 
Baltimore and Altoona, and has a program 
co-sponsor deal in Tampa. The last 

three markets run 39-week schedules, while 
the first are set year-round. Night filmed 
minutes in AAA time are used. All 

spots at present are devoted to the 
introduction of a new VIRGINIA REELS 
cookie. Media director Evelyn Walmsley 
handles the buying. 


KEEN EYE TOY CO. 

(Goold & Tierney, Inc., N. Y.) 

Chalk up another toy firm making its entry 
into spot. This maker has a juggler-type 

of item called SPINABALO and began brief 
introductory schedules last month in 





Agency Moves 

The Walker Saussy Adv., Ince., 
agency opened a Los Angeles office 
with the acquisition of the Robert F. 
Anderson Co. in that city. Mr. Ander- 
son became vice-president in charge 
of the new office, with the staff and 
present location remaining intact. 

A Los 


opened by Gordon & Hempstead, Inc., 


Angeles office was also 


Chicago, to serve Northwest, Inc.. 
Renault automobile distributors, and 
Wells Tours service. James Patte, 
with a background in publishing and 
agency executive operations in New 
York, was named vice president in 
charge of the office. 

Richard N. 
Meltzer Adv., Inc., San Francisco, 
opened a New York office at 230 Park 
Ave. In charge of the branch, which 


Moving west-to-east, 


will service eastern Simca automobile 
dealers, is Jeremy Barkann, formerly 
an account executive with BBDO. 











STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 

KROC-TV, Rochester, Minn. 

WIMA-TV, Lima, Ohio 

WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 
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““Best Media Promotion” 


‘Best Transportation Advertising” 








‘Best Program Series” 





Speaking o 






“Best Single Program” 


“Best Live Local Program” 


Repre: 
Joh 
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ofiwards... 


Represented by 
John Blair 





“Best Spot Announcement Series”’ 






When the Wheeling Advertising Club 
recently presented WWVA Radio with 
seven awards for outstanding pro- 
gremming, advertising, and promotion 
(a record number) . . . we were frankly 
pretty proud. 


Because this cherished honor reflects 
tremendous recognition in the com- 
munity, it indicates one reason why 
WWYVA is first in every time period from 
6 A.M. to midnight, 7 days a week, in 
46 surrounding counties, and dominates 
the vital half of the $6,000,000,000 
Pittsburgh Tri- State Market that other 
media don’t effectively cover. It shows, 


too, that Storer stations consider it im-- 


portant to be local stations, as well as 
being known throughout the nation. 


“Famous on the local scene” 


WWYA 


Only fulltime CBS Network Station in 
PITTSBURGH - WHEELING AREA 


PAUL MILLER 


“Best Direct Mail’ Managing Director 





fe} Storer Radio 


WWVA wuw wJBK wisG wspPo woss 
Wheeling Cleveland Detroit Philadelphia Toledo Miami 
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Agency 


Dancer-Fitzgerald-Sample added its 
ninth new product from General Mills 
in the past two years when it acquired 
Korn Kix, Trix and Sugar Jets cereals 
—reportedly worth some $2 million 
in billing. The brands have been han- 
died at Tatham-Laird, Chicago, which 
retains Surechamp dog food and Betty 
Crocker muffin mixes. D-F-S also 
holds Cocoa Puffs, Cheerios, Hi-Pro 
and Gold Medal products of General 
Mills. 

The Air Force recruiting account, 
which had been accepting bids for its 
$1 million in billings while at Erwin 
Wasey, Ruthrauff & Ryan, Inc., will 
leave that agency July 1 for a new 
home at MacManus, John & Adams, 
Inc. 

A split of its $1-million billings has 
been worked out by Volkswagen of 
America, with Doyle Dane Bernbach, 
Inc., handling passenger car advertis- 
ing and Fuller & Smith & Ross plac- 
ing truck advertising. The account 
was resigned by J. M. Mathes last 
winter. 

Honig-Cooper, Harrington & Miner, 
Inc., San Francisco, which has held 
Italian Swiss Colony, G. & D. ver- 
mouth and other brands of United 
Vintners, Inc., won the winery’s Petri 
line from Yqung & Rubicam, Inc. The 
billings are placed at $750,000. 

Purex Corp., Ltd., made a number 
of switches among its agencies and 
products: Edward H. Weiss & Co., 
Chicago, gets Beads-O-Bleach from 
Foote, Cone & Belding, Los Angeles, 





BUY THE 
“OIL-RICH" WEST TEXAS 
MARKET 


99,595 TV SETS 


AS OF JULY 1958 
. . . With this 


Kind of Money to spend ... 
CSI PER HOUSEHOLD 
MIDLAND $7,466 


ODESSA $7,104 
BIG SPRING $5,978 


a 2 


Venard, Rintoul & McConnell, Inc. 
South —Clarke Brown Company 
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Changes 


and Wrisley bag soap from Fulton- 
Morrisey, Chicago. Weiss continues 
to handle Dutch Cleanser, Sweetheart 
soap and several other products. 
Transferring from Roche, Rickerd & 
Cleary, Chicago, to the coast office of 
FC&B are Fleecy White liquid bleach, 
Bo-Peep ammonia and brightener and 
Little Boy Blue bluing. 
Cohen & Aleshire, Inc., 
new accounts in a single week. Nor- 
wich Pharmacal Co. moved its Nebs 
pain reliever from Foote, Cone & 
Belding, Inc., and Hampden-Harvard 


Breweries, Inc., placed its Hampden, 


added two 


Dobler and Harvard beer and ale lines 
at the agency. Daniel F. Sullivan Co., 
Boston, held the brewer’s account 
previously. 

After viewing numerous presenta- 
tions for the account, Colgate-Palm- 
olive Co. placed its Wildroot business 
at Ted Bates & Co., Inc. The $3-mil- 
of BBDO 
when Colgate acquired the Wildroot 


lion account moved out 
Co. and produced an intra-agency 
client conflict. 


The Nestle Co. 


gerald-Sample, Inc., parted company 


and Dancer-Fitz- 
because of some new product con- 
flicts, McCann-Erickson — ap- 
poinied to handle Nestle’s Decaf in- 


with 


stant coffee and Nestea instant tca 
after Sept. 1. About $2 million in bill- 
ings is involved. 

Tidy House Products Co., spending 
about $114 million yearly, shifted its 
account to Guild, Bascom & Bonfigli, 
Inc., from Earle Ludgin & Co. Prod- 
ucts affected by the move are Dexol 
powder bleach, Sweet-10 sweetener, 
Gloss Tex liquid starch and Shina- 
Dish detergent. 

Consolidation of the Otarion Lis- 
tener Corp. account at Biddle Adv. 
Agency, Chicago, was announced. 
The hearing-aid business was _pre- 
viously shared by the Biddle agency 
and J. M. Mathes, Inc. 

Batten, Barton, Durstine & Osborn, 
Inc., Minneapolis, gained the Chun 
King line of American-Oriental 
canned and frozen foods formerly 


held by J. Walter Thompson, Chicago. 


Drinks, Inc., formerly at Berming- 


ham, Castleman & Pierce, Inc., N. Y.. 
moved to Chas. W. Hoyt Co., Inc. 


Chicago, Cleveland, New Haven, 

New Orleans, New York and on the west 
coast. Distribution is limited, but building, 
and the filmed minute spot used currently is 
being revised for future placements. Kid 
shows are naturally bought. In a few 
instances, local distributors (primarily 

F. W. Woolworth) had time slots bought in 
which the commercial runs. The agency 
bought the balance. Account executive 
Harry Breuer is the contact. 


KELLOGG CO. 

(Leo Burnett Co., Inc., Chicago) 

New York has been added to the markets 
running spot for COCOA KRISPIES, 
Kellogg’s new chocolate-flavored cereal. 
Minutes are being used for the introduction, 
which is moving market by market 
through the west and midwest. Naturally, 
the Kellogg film shows are getting the bulk 
of the new commercials. Media supervisor 
Richard Coons is the contact. 


LEVER BROS. CO. 

(Kenyon & Eckhardt, Inc., N.Y.) 

It’s reported that PRAISE beauty bar soap 
will add another dozen markets to those 
bought in March (see March 23 Spot 
Report) for contract-year placements of day 
and night minutes. Mary Dwyer 

is the timebuyer. 


JOE LOWE CORP. 

(EWRER, N.Y.) 

As reported here Feb. 9, POPSICLE starts 
its three-week campaign next week in 
about 60 top markets. Minutes and 20's in 
and around children’s programs are 

used for films featuring baseball star Bob 
Turley, with live announcemenis by local 
personalities also running. Vince DeLuca 

is the timebuyer. 





Blair-Tv and Blair Television Associ- 


ates used an unusual promotion the 
week of April 19-26, National Secre- 
taries’ Week, by mailing orchids to 
the secretaries of the men they bom- 
bard all year with promotion and 
sales pitches. Some 3,000 fresh or- 
chids were flown from Hawaii avd 
addressed with the legend, “Sh-I-h, 
this one’s for you!” Above, Gloria 
Denzler, secretary to Newman Me- 
Evoy, vice presideat and director of 
media for Cunningham & Walsh, is 


shown pinning on her posy. 
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Dedication of the new administration building for wRat-tv Raleigh was the 
occasion for this gathering of television and other executives, including (I. to r.) 
Robert W. Sarnoff, chairman of the board, NBC; Gov. Luther H. Hodges of 
Vorth Carolina; Fred Fletcher, vice president and general manager, WRAL-TV 
(at microphone); David Adams, senior vice president, NBC; A. J. Fletcher, 
president WRAL-TV; Thomas Knode, vice president, NBC; Faul Rittenhouse, 
VBC station-relations representative, and Harry Bannister, vice president, NBC, 





MELNOR INDUSTRIES 
(Smith/Greenland Co., N. Y.) 
Continuing activity is reported for this firm’s 
lawn sprinkler, first noted here April 6, 

with new markets beginning schedules next 
week for runs of night minutes and 20’s 
through June. Spots are placed late in 

the week for Saturday shoppers. Les Towne 
is the buying contact. 


MINNEAPOLIS BREWING CO. 
(Knox Reeves Adv., Inc.. 

Minneapolis ) 

The brewer of GRAIN BELT beer is 
reported as lining up summer schedules 
through its 1]-state distribution area in the 
midwest. Howard Jones is the account 
executive, Phil Archer the timebuyer. 


MINNESOTA MINING & 
MANUFACTURING CO. 
(BBDO, Minneapolis) 

Anew push on SCOTCH BRAND tape 


began late last month for 10-13 weeks in the 


product's usual 70-100 markets. About a 
dozen spots per week go in the major 
markets, with single-station areas getting 
half that number. Night time and 

movie minutes are used. Hale Byers 

is the timebuyer. 


MOGEN DAVID WINE CORP. 
(E. H. Weiss & Co., Chicago) 
Following its proved-successful policy of 
employing spot rather than the network 
used in previous years, MOGEN DAVID 
recently set schedules on WNAC-TV Boston 
and elsewhere for the Jewish holidays. 

The wine uses minutes and 20’s in heavy 
frequencies in prime-time slots. Vice 
president Marvin Mann is the contact. 


PENNINGTON PRESS 

(William Henrick Associates, 
Chicago) 

A newly formed publishing firm organized 
by the president of a point-of-purchase 
display company, this bookseller intends to 


distribute through supermarkets, drug 
stores, etc. Tv spot will be used to promote 
the juvenile titles, and a test is on some 

kid shows in Chicago at present. If 

results warrant, the exposure will spread to 
other top cities where distribution is set 

up. William Henricks is the contact. 


PEPPERIDGE FARM, INC. 
(Ogilvy, Benson & Mather, Inc., 
N.Y.) 

New activity is noted for this firm’s bread 
and rolls, with selected markets getting 
six-week placements of daytime minutes and 
20’s beginning about issue date. 

Henry Cleeff is the timebuyer. 


PHARMA-CRAFT CORP. 

(J. Walter Thompson Co., Inc., N. Y.) 
As noted in Tele-Scope April 6, FRESH 
deodorant has been busy lining up over 40 
major markets for an 18-week drive to 

begin about issue date. Summer is the 
product’s best-selling period, so heavy 
schedules of both day and night minutes, 
20’s and ID's will be used. Carrie Senatore 
is the timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 

This agency is handling a pair of new 
deodorants from P&G, and reportedly is 
testing each at present in a small group of 
selected markets. One product is labeled 
SECRET; the other is called BLUE ICE. 
Night minutes are primarily used, with some 
daytime spot. Media supervisor Doug 

Burch is the contact. 





Press Directory 

Mike & Screen Press Directory and 
Newsguide, 186 pp. $10, Radio-News- 
reel-Television Working Press Asso- 
ciation, New York. The fifth edition 
of the Mike & Screen Press Directory 
has just been issued. It is available 
from the sponsoring organization, 527 
Lexington Ave., New York 17. 
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That’s Why. 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 
like 
WIBW-TV 
SATURATES TOPEKA 






ALL DAY ...ANY DAY survey-proved WIBW-TV 


TOPS ALL COMPETITION 


@ WIBW-TV is the ONLY station in Topeka—the 2nd largest market in Kansas; 
@ Serves 38 rich rural and urban counties (Telepulse) with 349,300 set count; 


Share of Audience 


7:45 a.m.—12 N. 


57.0% 
33.9% 


In Area (Telepulse) 
In Topeka (Nov. ‘58 ARB) 


12 N.—6:00 p.m 6 p.m.—Mid 
50.3% 51.1% 
42.5% 38.0% 


e From sign-on to sign-off WIBW-TV has practically TWICE the audience of either the 
second or third station that can be seen in metropolitan Topeka; (Nov. ‘58 ARB) 
e In the top 15 Once-A-Week Shows, WIBW-TV had an average rating of 37.69%. 


WIBW-TV...CBS, NBC, ABC...Channel 13...TOPEKA, KANSAS 


REPRESENTED BY AVERY-KNODEL, INC. 
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2-Station Report 
(one-week ratings) 


TOP SYNDICATED FILMS 


1. Whirlybirds (CBS) Krap-tTy Wed. 7:50 
2. Popeye (UAA) KRTV M-F 6 

}. My Hero (Official) Kretrv Sat, 7 — ‘ 
1. Union Pacific (CNP) Krep-Tv Thu. 8:30 


Captain David Grief (Guild) KPFRB-TV 
Wee. S2SO .nccseccsccses coves 
6. Gray Ghost (CBS) Krep-Tv Wed. 8 
26 Men (ABC) Krrns-TV Wed. 9% . 
8. Burns and Ailen (Sereen Gems) KRTV 
Thu. 8:30 





9. Walter Winchell File (NTA) Knrtv Tue. 8:3 


10. Official Detective (Famous Films) KRTV 
Biem. FSBO ccccccccacccecens o 
11. Panie (Victory Program Sales) Kntv Thu. 8 


12. My Little Margie (Official) Krrv M-F 6:30 


13. Championship Bowling (Schwimmer) 
KFBB-TV Mon. 9 . peace 

14. Highway Patrol (Ziv) KrtTv Sun. 8 ‘ 

15. Tales of the Texas Rangers (Sereen Gems 


KkTv Fri. 7.36 eee ccrccceccescces 


TOP FEATURE FILMS 


1. Academy Theatre KrTv Sun. 9:30-11:45 
2. Hollywood Showease KrTv Thu. 9-10:45 
Million Dollar Movie KrtTv Sat. 7:30-9:15 
Andy Hardy Theatre Knutv Fri. 8-10 
MGM Theatre KrtTV Mon. 9-11:15 


TOP NETWORK SHOWS 


1. Red Skelton KFBB-TV 
2. Maverick KFYrB-TV 
Wyatt Earp KFBB-TV 
Schlitz Pi 
G. E. Theatre KFBB-TV 
Desilu Playhouse KFBB-TV 
December Bride KFRB-TV 
8. Peter Gunn KFBB-TV 


ayhouse KFBB-TV 





9. I've Got a Secret KPBB-TV 
16. Father Knows Best KFBB-TV 


OKLAHOMA CITY 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


State Trooper (MCA) wky-tv Thu. 9 
Silent Service (CNP) Kwtv Sat. 9:30 


Whirlybirds (CBS) Kwtrv Tue. 9:30 


Pri. 6:30 . . 

>». U. S. Marshal (NTA) Kwtv Tue. 9 
6. Sea Hunt* (Ziv) wkr-tTv Wed. 9:36 
7. Colonel Flack (CBS) wky-tTv Tue. 9:30 

8. Bold Venture* (Ziv) wky-Tv Thu. 7 

9. Mackenzie’s Raiders (Ziv) WKY-TV Sat. 9 
10. Mike Hammer (MCA) wWKyY-TV Mon. 9 

10. Sky King (Nabisco) wky-Tv Sat. 10:30 
11. Flight (CNP) wky-tv Thu. 6:36 
2. Annie Oakley (CBS) Kwrtv Sat. 6 ..... 
13. Target (Ziv) KwTv Tue. 7 ........ 

13. Popeye (UAA) Koco-TV M-F 6 


TOP FEATURE FILMS 


Early Show Kwtv Thu. 5-6 
Early Show Kwtv Wed 
Early Show Kwtv Fri. ; ve 
Sunday Night Movie Koco-Tv Sun. 8:30-10 
Early Show KWTv Mon. 5-6 








TOP NETWORK SHOWS 


Wagon Train WKY-TV 
Gunsmoke KWTV ...... . . 
Have Gun, Will Travel Kwrv ........ 


4. Zane Grey Theatre KWTV ...........cccc> 
5S. Desilu Phaghouse BWV ....ccccccccccces 
6. The Millionaire KwTv ........... 

ce OED 6. cc cwcccecasececen 
8. What’s My Line KwrTv 


9%. Alfred Hitchcock Presents KWTv 
10. Restless Gun WKY-TV ............... 
* Program change during four-week period, 
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New York Confidential (ITC) Kwtv Sat. 8 








Death Valley Days* (U. S. Borax) WkKY-TV 





pas 
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ARB City-By-City Ratings March, 1959 
GREAT FALLS, MONT. 


INDIANAPOLIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Death Valley Days (U. S. Borax) WISH-TV 





Bat. F cecccceces Cecaveceosceccssvesceseel 
Highway Patrol (Ziv) WIsH-TV 10:30 ..31.4 
Sea Hunt (Ziv) wisH-Tv Tue. 7 ... . 29.1 
Huckleberry Hound (Kellogg) WLw-! 

Bem. BBO ccccccccccccccasccccoecccece 27.6 
Soldiers of Fortune (MCA) WLW-1I Sun. 6 ..26.8 





26 Men (ABC) wtw-! Sun. 6:30 26.2 
Annie Oakley (CBS) wisH-tv Sat. 6 ; 24.1 
Sky King (Nabisco) wreM-tv Sat. 11:30 ..22.7 
Danger Is My Business (CNP) WLW-I Mon. 7 21.2 
Popeye (UAA) wrtv M-F 5 hate-e'ate .19.0 
Mike Hammer (MCA) wisH-TV Wed. 7 ....17.7 
Rescue 8 (Screen Gems) WiLw-t Fri. 7 aeh¥s@ 
Little Raseals (Interstate) wrrv M-F 6 ...17 

San Francisco Beat (CBS) wisH-tv Mon. 7 ..17 

Bold Venture (Ziy) WLw-t Thu. 7 éteecee 


TOP FEATURE FILMS 


Wallace Beery Theatre wLw-1 Sat. 2-4:45 ..15.4 
Hollywood’s Finest wiuw-1t Sun. 3-4:30 ....15.2 
Roy Rogers Feature* wFreM-tTv Sat. 8:30-9:3 
Francis Farmer Presents WFBM-TY 


Bem. B-Os48 .ncccncccesacsccene es 13.5 
Francis Farmer Presents WFBM-TV 
The. 5-6:45 2. ccccccccccccccecs ecccocelkl 


TOP NETWORK SHOWS 


Gunsmoke WISH-TV : : 50.4 
Wagon Train WFBM-Tv .. wmike : see 
Maverick WLW-I . > een . 46.6 
I’ve Got a Secret WISH-TV > 42.4 
The Rifleman WLw-! an sees 10.3 
Danny Thomas WISH-TV oss -..39.4 
Have Gun, Will Travel WISH-TV .. ee 38 

Lawman WLW-I .. ees eesee ° -- 36.4 
Perry Mason WISH-TV os mae rr 
— BB SS — eee ee 84.7 


PORTLAND, ORE. 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
State Trooper (MCA) KGw-Tv Tue. 7 .. 27.2 
Huckleberry Hound (Keilogg) KGW-TV Thu. 6 
Death Valley Days (U. S. Borax) KOIN-TV 


Sat. 9:30 as oes . 23.6 


Mr. District Attorney (Econc 








eh, COTO), kates es Vite adebaes heen 22.1 
Annie Oakley (CBS) KGw-tv Sun. 6 ......21.1 
Woody Woodpecker (Kellogg) KGw-TVv Tue. 6 20 

Rescue 8 (Screen Gems) KGW-TV Mon. 7 18.8 
26 Men* (ABC) KGw-Tv Sun. 6:30 ... 18.7 
Sky King (Nab'iseco) KGw-tv Fri. 6 17.8 
Superman (Kellogg) KGW-Tv Mon. 6 .. 17.6 
Mike Hammer (MCA) KPTv Thu. 7 17.5 
Sea Hunt (Ziv) KGw-TV Sat. 10 ... o «8.4 
Colonel Flack (CBS) KOIN-TV Mon. 10 . 16.9 
Ciseo Kid (Ziv) Kew-Tv Wed. 6 ....... 16 

TOP FEATURE FILMS 

Salem Sunday Theatre KpTv Sun. 3:30-6 11.2 
Showtime on 6 KOIN-TV Sat. 10:15-1:30 a.m. 8.7 
Francis Sunday Theatre KPpTv Sun. 6-7:30 7.9 
Big Western KPTV Sat. 11-12:45 a.m. 7.6 


Showtime on 6 KOUN-TV Fri. 11:15-12:45 a.m. 6.8 


TOP NETWORK SHOWS 


Perey Bieee COURHEE occ cceccctsencs 
Maverick KGW-TV 
Gunsmoke KOIN-TV .........ce00e; owe 
The Real McCoys KGW-TV ............. 
Sunset Strip KGw-Tv ee 
Father Knows Best KOIN-TV .......... 
Have Gun, Will Travei KoIN-TV 
Danny Thomas KOIN-TV 





Ozzie and Harriet KGw-" 
Lawman KGW-TV 


eo 











KANSAS CITY 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Mike Hammer (MCA) KCMO-TY Sat. 9:30 1 
Death Valley Days (U. S. Borax) Kemo-tvy 
Fri. 10 


State Trooper (MCA) wpbaF-tTv Tue. 9:30 
Whirlybirds (CBS) KcMo-TV Sun. 10 .. 
Highway Patrol* (Ziv) wpar-Tv Wed. 9:36 
Huckleberry Hound (Kellogg) KMBC-TYy 
Thu. 6 








oreo ewe osseemn 
Superman (Kellogg) KMPC-TV Mon. 6 --21.5 
Annie Oakley (CBS) KMpc-Tv Fri, 6 ..21 
Sky King (Nabisco) KMBc-TV Wed. 6 20 
Cisco Kid (Ziv) KMBOC-TV Tue. 6 ossanen 
Sea Hunt (Ziv) wpDar-tv Sun. 9:30 — 
26 Men* (ABC) KMBC-TV Fri. 9:30 ; 
Bold Venture (Ziv) WDAF-TV Thu. 9:30 ...17.6 
Frontier (Victory Program Sales) wpar-tv 

Mon. 10 .. <a aw 16.1 
Jeff's Collie (ITC) wpar-tTv Sat. 6 ... 16.0 


TOP FEATURE FILMS 


Million Dollar Movie KMBC-TV Sat 


10-12:15 ai es 19.6 
Gold Award Theatre KcMO-TV Fri 

16:30-12:30 a.m acwine® _ nm oo wane 
Gold Award Theatre KCMO-TV Sat. 2-4 ....12.6 


Million Dollar Movie KCMO-TV Sun. 1:30-4 ..12.4 
Adventures of Dr. Kildare KcMO-TV 


Sun. 12-1:30 aye - 9.7 


TOP NETWORK SHOWS 


Gunsmoke KCMO-TV eocee ec AES 
Wagon Train WDAF-Tv ee 43.7 
The Rifleman KMBC-TV 
Maverick KMBC-TV . 
Loretta Young Presents WDAF-TV 
What’s My Line KcMo-TVv 


Alfred Hitchcock Presents KCMO-TV ... 36.4 





Desilu Playhouse KCMO-TV conn 
Wyatt Earp KMBC-TV 





You Bet Your Life wpDarFr-TV 


ROCKFORD, ILL. 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


State 


frooper (MCA) WREX-Tv Mor 

U. S. Marshal (NTA) wrex-Tv Sun 

Bold Venture (Ziv) wrex-tTv Thu. 7 3 
Highway Patrol (Ziv) wrex-tv Fri. 7:30 ..28 
Mike Hammer (MCA) wrtvo Sat. 10 2 
San Francisco Beat (CBS) WREX-TV 


Sat 10°30 





Popeye (UAA) wTtvo M-F 5 ........ 

The Honeymooners (CBS) wrex-TVv - 10. 
Woody Woodpecker (Kellogg) WREXx-TV Mon. 5 
Huckleberry Hound (Kellogg) WRrex-Tv Thu. 5 17.8 
Wild Bill Hickok* (Kellogg) wrex-tv Fri. 5 12.5 








Looney Tunes (Guild) wrex-tv Tue. 5 ookae 
White Hunter (Schubert) wrex-Tv Wed. 7 .. 5.1 
Mama (CBS) wRex-Tv Wed. 6:30 ........ 48 


TOP FEATURE FILMS 
MGM Star Theatre WREXx-TV Fri 
10:30-12:15 a.m 


Shock Theatre wrvo Sun. 10:30 





Encore Theatre WREX-TV Sat. 11 
MGM Playhouse WREx-Ty Thu 


10:30-12:30 a.m ret 9.7 
Academy Theatre WREX-TV Wed 
20530-28300 OU oo. sc cesciaccedesceuuen 8.5 


TOP NETWORK SHOWS 


Wagon Train WTVO ..... occeennn 
Gunsmoke WEBE-TV ....ccccesccsccoscam 

The Millionaire Wrex-TVv 

Jack Benny* WREX-TV ..... a 

Welk’s Dancing Party WREX-TV .........- 
Danny Thomas WREX-TV 
Have Gun, Will Travel 








Father Knows Best WREX-TV ...... 
Perso: To Person WREX-TV 
I’ve Got a Secret WREX-TV . ee | 









— 
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. Mike Hammer (MCA) 
. Us 


LAS VEGAS 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. State Trooper (MCA) KLAS-TV Sat. 9:30 ..51.5 
. Highway Patrol (Ziv) KLRJ-Tv Mon. 7:30 39.5 
Mackenzie’s Raiders (Ziv) KLRIJ-TV 
Wel. BBO cnccccccccacsesasnvsececes 38.4 
Sea Hunt (Ziv) KLAS-TV Tue. 7 ..........31.2 


Championship Bowling (Schwimmer) KLRJ-TV 
9 oe eS 





KLRIJ-TV Fri. 8 





Marshal (NTA) KLRI-TV Thu. 7:3 








’ 
. 26 Men (ABC) KLRIJ-TV Wed. 7 2 
Flight (CNP) KLas-TtTv Thu. 8 oe S 
. Kit Carson (MCA) KLRJ-TV Mon. 6:30 ....23.6 
Bold Venture (Ziv) KURJ-TV Fri. 8:30 .....23.2 
Whirlybirds (CBS) KtLas-Tv Sat. 6:30 ....21.8 
Annie Oakley (CBS) KLas-Tv Sun. 7 ......21.7 
Tugboat Annie (ITC) KLRI-TV Fri. 6:30 ....21.¢ 
TOP FEATURE FILMS 
. Stage 2 KLRJ-TV Tue. 8-10 , : sl 
Hotel Fremont Theatre KLAS-TV 
Sat. 10-12 mid. .......... 23 
Nite Owl Club KLRIJ-TV Tue 
10:15-12:30 am. ....... . 16 
Nite Owl Club KLRJ-TV Fri 
BOSES-23530 O.m. wcccccccccssesces 16.1 


Movie 2 KURJ-TV Sat. 4:45-6:15 .... 11 


TOP NETWORK SHOWS 








Gunemalen MEAS-EV .ok cc ccesececess 3 
Wagon Train KLRJ-TV 

Have Gun, Will Travel KLAS-TV 

Tales of Wells Fargo KLRJ-TV ...... 
Maverick KSHO-TV 

Restless Gun KLRJ-TV 

Peter Gunn KLRJ-TV : 

Wanted—Dead or Alive KLAS-TV 

The Real MeCoys KSHO-TV 

Lawman KSHO-TV 





ST. LOU 


3-Station Report 





(one-week ratings) 


TOP SYNDICATED FILMS 
Mike 
Sea Hunt 


State 


Hammer (MCA) Ksp-Tv Fri 
(Ziv) KTvI Pri, 9:30 
(MCA) 
(Ziv) KsD-TV 
(vu. § 


Trooper KSD-TV 
Highway Patrol 
Death Valley Days 
Sat. 9:30 


Whirlybirds 


Thu. ° 
Borax) KMOX-TV 











U. S. Marshal (NTA) Ksp-TvV Wed. 

Annie Oakley (CBS) KMox-tTv Sat. 

Huckleberry Hound (Kellogg) Ksp-'TVv 

Thu. 5:30 _ oe" o% eee 21.5 

SA 7 (MCA) Ksp-Tv Mon. 10 ........ 20.9 

Silent Service (CNP) Ksp-tv Thu. 10 .- 19.6 

Rescue & (Sereen Gems) KSD-TV Mon. 9:30 ..19.1 

Danger Is My Business (CNP) KsD-TV 

NOUR. DD 5.0: dan kes ase pahhenahsanssee 18.4 

Superman (Kellogg) KsD-TV Mon. 17.6 

Search for Adventure (Bagnall) KSsD-TV 

Thu. 6:30 + ee 17 

TOP FEATURE FILMS 

Feature Film KMOx-Tv Sun. 12:30-2 . 21.6 

First Run Theatre KMOXx-Ty Sat. 

16:15-12:15 a.m. ..... Ctaceeces 21.0 

Channel Theatre KTv1I Fri 

i ee er 18.6 

Late Show KMOX-tTv Tue. 10:30-12:15 a.m 15.6 

Early Show KMOX-TV Mon. 5-6 .......... 15.4 
TOP NETWORK SHOWS 

Res BOE 2. kscevaciters 

The Rifleman KTvI ......... 

cen Le EEE CECT ee eee 

I've Got a Secret KMOX-TV ........... 

Joretta Young Presents KSD-TV 

Danny Thomas KMOX-TV .............- 

Some of Manie’s Friends Ksp-TVv 

Wagon Train Ksp-TVv 

The Real McCoys KTVI ............- 

frm rt aye 
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ARB City-By-City Ratings March, 


MILWAUKEE 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 











Highway Patrol (Ziv) wrmMs-tTv Thu. 9:30 ..31.5 
Flight (CNP) wTMs-tTv Sat. 9:30 ........31.3 
Whirlybirds (CBS) wrms-tv 9:30 ...30.9 
State Trooper (MCA) wrMs-Tv Tue. 9:30 27.6 
Official Detective (Famous Films) wisn-Tv 

Deh. 0:80 wosae re sebeseces 
Rescue 8 (Screen Gems) wrMs-tTv Thu. 8 

Sea Hunt (Ziv) wisn-tv Thu. 9 ° 
Terrytoons (CBS) wtMs-tv Sat. 16:30 

New York Confidential (ITC) wrMs-tTv 

eee OSOP cccvcuaseceds see cecccccece 18.8 
Target (Ziv) WISN-TV Tue. 9:30 ‘ 17.3 





ee 3 
Mackenzie's Raiders (Ziv) wisn-Tv Sun. 8:30 17.2 
Woody Woodpecker (Kellogg) wisn-tTv Tue. 5 17.1 
Huckleberry Hound (Kellogg) wisN-tTv Thu. 5 16.7 
(Kellogg) WisN-Tv Mon. 5 -.16.2 
(Nabisco) wWrMs-Tv Sat. 11 ....16.0 


Superman 
Sky King 


TOP FEATURE FILMS 


Saturday Night Theatre wTMJ-TV 

Bek. BO-BESEE cccccce o* 36.2 
Big Movie wWisn-tTv Fri. 10:30-12 mid. .. 12.7 
B'g Movie WIsN-TV Mon. 10:30-12:15 a.m 11.0 
Big Movie Wisn-tTv Thu, 10:30-12:15 a.m 9.7 
Big Movie WIsnN-TV Tue. 10:30-11:45 . 9.6 

TOP NETWORK SHOWS 

Loretta Young Presents WTMJ-TV 18.0 
Perry Como WTMJ-TV 46.8 
Maverick WISN-TV 5 45.7 
Wagon Train WITMJ-TV 13.2 
77 Sunset Strip WISN-TV ; 
The Real MeCoys Wisn-TV 3 
The Rifleman WIsNn-Tv i 
Sugarfoct WISN-TV s 


Restless Gun WTMJ-TV 
Wyatt 

















Earp WISN-TV 3.6 
r Y . 
TULSA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

Sea Hunt (Ziv) KoTv Wed. 8 ° . - 35.2 
State Trooper (MCA) Kv0O0-TV Mon. 8:30 1 
New York Confidential (ITC) Kory Sat. 9:3 6 
Huckleberry Hound (Kellogg) KTUL-Tv Thu 1 
U. S. Marshal (NTA) Kotv Sat. 7:30 23.0 
Highway Patrel (Ziv) Kotv Thu. 16 21.3 
Whirlybirds (CBS) Kvoo-tTv Tue. 9:30 20.5 
Bold Venture (Ziy) KTUL-TV Fri. 9:30 20.3 
Woody Woodpecker (Kellogg) KTUL-TV Tue. 6 26.2 
Frontier (Victory Program Sales) KoTV 
Fri. 16 ° cceesecenes ee 19.7 
Annie Oakley (CBS) KoTyv Sat. 6 18.8 
Superman (Kellogg) KTUL-TV Mon. 6 . i 18.2 
Sky King (Nabisco) KTUL-TV Wed. 6 . fe 
SA <I GEA) Were Bie, BS cs wccccess 16.6 
Decoy (Official) Kotv Tue. 10 ..... 14.7 

TOP FEATURE FILMS 
MGM Theatre KTUL-TV Sat. 10:15-12:15 a.m. 11.8 
MGM Theatre KTUL-TV Sun 30-4:15 10.7 
MGM Theatre KTUL-TV Fri. 10:30-12:30 a.m. 10.2 
Hollywood Showtime KoTv Thu 


10:45-123:15 a.m. ........ ° * 8.9 
Shock Theatre 


te 
x 


KOTV Sat 


TOP NETWORK SHOWS 


Gunsmoke KOTV 
Wagon Train 
Have Gun, Will Travel 
Desilu Playhouse KOTV 
The Rifleman KTUL-TV ...... 
Alfred Hitehcock Presents KoTV 
What's My Line KoTV 

I've Got a Secret KOTV 
Maverick KTUL-TV 

Mason 


KVOO-TV 


KOTV 


Perry KOTV 
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MOBILE 


2-Station Report 


(four-week ratings) 


TOP SYNDICATED FILMS 


Whirlybirds (CBS) wkare-tv Sat. 9:30 42.4 
Colonel Flack (CBS) wkre-Ty Tue. 8 38 
Tv Readers Digest (Schubert) wkne-Tv 

BUR. BiBO ceccccnces sevecce . $6.2 
Highway Patrol (Ziv) wWaLa-tTv Thu. 8 35 
Rescue 8 (Screen Gems) WALA-TV Thu. 7 3.8 
U. 8S. Marshal (NTA) wkre-Tv Thu. 8 3.2 
Huckleberry Hound (Kellogg) WALa-TVv 

Wee. 6 nccccccccccdsccs . 32 
Stories of the Century (H-T-S) wknre-Tv 

Te, CUNO evanses oe 1.{ 
Mike Hammer (MCA) WkRG-TV Sat. 16 1.¢ 
State Trooper (MCA) WaALa-Tv Thu. 9 30 
Sea Hunt (Ziy) wkre-tv Tue. 6:30 29 
Silent Service (CNP) wkre-Tv Fri. 6:30 29 
Sheriff of Cochise (NTA) wkRG-TV 

a>. See wane ° 28.8 
New Adventures of Martin Kane* (Ziv) 

WALA-TV Wed. 8:30 . 28.5 
Jeff's Collie (ITC) WAaLa-Tv Thu. 6:30 28.1 


TOP FEATURE FILMS 


Starlight Theatre WKRG-TV Mon. 11-12:15 a.m. 6.4 
Starlight. Theatre wkrG-tv Fri. 11-12:30 a.m 2 
Sunday Cinema WALA-Tv Sun. 10 
Starlight Theatre WKnG-TV Sun. 10:30 
Shock Theatre WALA-Tv Fri. 11-12 


30-12 n 6.1 
12 mid 


15 a.m 


TOP NETWORK SHOWS 


Have Gun, Will Travel wWknrG-TY 61 
Gunsmoke WKREG-TV ..... . 9.8 
Perry Mason WKRG-TV .. . 58.2 
Yancey Derringer WKRG-TV } 
Wanted—Dead or Alive WKRG-TV 49.6 
Wagon Train WALA-TV 48.! 
Gale Storm WKRG-TV . 17.6 
The Millionaire wWKRG-TV i7 
Wyatt Earp WkKRG-TV . 12. 
Tennessee Ernie Ford WALA-TV 41 


WICHITA FALLS 


2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Whirlybirds (CBS) Ksyp-Tv Fri. 9:36 40.2 
Target (Ziv) Ksyp-Tv Sun. 8:30 39.8 
U. S. Marshal (NTA) KFDX-TV Mon. 8:30 9.4 
Mike Hammer (MCA) KFrpx-Tv Wed. 9:30 7.4 
Decoy (Official) Ksyp-Tv Sat. 9:30 4.7 
Flight (CNP) KFpx-Tv Mon. 9 4.3 
Sea Hunt (Ziv) Ksyp-Tv Wed. 9 0 
State Trooper (MCA) KSYD-TV Sat. 8 29.7 
Death Valley Days (U. 8S. Borax) 

Ksyp-Tv Tue. 6:36 26.6 


Highway Patrol] (Ziv) Ksyp-Tv Mon. 9 





Boots and Saddles (CNP) Ksyp-TV Sat. 6 
Western Marshal (Victory Program Sales 
KSYD-TV Thu. 6:30 , 22. 
Popeye (UAA) KFDxX-TV M-F 5 17 
Woody Woodpecker (Kellogg) KFDX~TV Mon. 5 17.1 
Mackenzie's Raiders (Ziv) KsyD-TV Sun. 9:30 16. 
TOP FEATURE FILMS 
MGM Early Show Ksyp-Tv Sat. 4:15-6 17 
Producers Showease* KFDX-Tv Sat. 11-1 a.m. 14.7 
Matinee Theatre KFDX-TV Sat. 12:30-2 13.8 
Andy Hardy Theatre Ksyp-tTv Sun. 2-4 1! 
Producers Showcase KFDX-TV Sun 
DR-O3215 B.m. concen cocvvccccccccece 10 
TOP NETWORK SHOWS 
Gunsmoke KSYD-TV see 61.4 
Wagon Train KFDX-TV ... 60.5 
Have Gun, Will Travel KsypD-TV 54.1 
Zane Grey Theatre KSYD-TV .. . 51.3 
Sugarfoot* KFDX-TV : 9.8 
The Rifleman KFDX-TV F 50 
The Millionaire KSYD-TV . 16.8 
Tennessee Ernie Ford KFDX-TV 44.7 
Loretta Young Presents KFDX-TV 44 
Wyatt Earp XFDX-TV i 43 
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IN ILLINOIS RICH 


LAND OF LINCOLN 
* WICS DELIVERS 


as much nighttime M-F quarter 
hour domination as all area com- 
petition combined. Dec 58 ARB 


* WICS DELIVERS 


most salesmessage mileage — 
Highest area tower (1000 ft.) Most 
area power (¥ mill watts) 


° WICS DELIVERS 


most unduplicated coverage — 


C.0.D. 200,000} TV HOMES 


more homes at lowest cost per 
1000 rate 


v 
wits NBC TELEVISION 
SPRINGFIELD-DECATUR 
CENTRAL ILLINOIS 
4:00 3 STOOGES 


LOW WICS "C" RATES 


AVAILABILITIES: 
YOUNG TELEVISION 


























THERE ARE... 


“Plenty of Pluses” 
WITH KSHO-TV IN 


LAS VEGAS* 


© ABC-TV Network 


Heavy ABC scheduling add to the value of 
KSHO adjacencies, when coupled with alert, 
up-to-the-minute local programming. All this 
in a 24-hour town with a per capita earning 
(and spending) power far above the national 
average .. . with a station which blankets 3 
out of the 4 largest cities in Nevada. 


© FINEST FILM PACKAGES 
Southern Nevada enjoys, on KSHO-TV, the 
Best of MGM, United Artists, Critics Award, 
and Warner Bros., combined with other 
specially selected packages. Winners of the 
coveted Oscars and Cannes Festival awards 
are ALL found on Channel 13... 
Represented by: 
FOR JOE & CO. 


New York—Chicago 
San Francisco—Los Angeles 


KSHO-TV 


on the grounds hannes 


EL RANCHO VEGAS 
LAS VEGAS, NEVADA 
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Among the broadcasting executives who met with directors of the Advertising 


Council in New York recently to map plans for their 1959-60 support of cam- 


paigns designed to assist in solving problems relating to the national welfare 
were (l. to r.) William Fairbanks, national sales manager, NBC Radio network; 
Oliver Treyz, president, ABC-TV network; Lawrence Valenstein, chairman of 


the board, Grey Advertising, and member of the tv-radio committee of the 


Advertising Council, and Frank K. White, senior vice president and treasurer, 


McCann-Erickson, Inc., and a director of the Advertising Council. 





PROCTER & GAMBLE CO. 
(Grey Adv. Agency, Inc., N. Y.) 

In a move somewhat unusual for the 
product, LILT home permanent has just 
begun running schedules consisting 
primarily of nighttime ID’s in a large 
number of top markets. Previous activity 
has been confined to network and to longer 
announcements. New filmed spots have 
been made for the campaign. Dorothy 
Houghey is the timebuyer. 


E. REGENSBURG & SONS 
(Rose-Martin, Inc., N. Y.) 

A new-to-tv cigar brand, ADMIRATION, is 
currently having a film made and will 

begin placing it shortly in New York 

as part of a “limited” campaign. The brand 
has distribution primarily in the east and 
could expand into other markets if the 
initial results warrant, but present plans call 
for a careful testing first. Media director 

G. M. Rundbaken is the contact. 


SLENDERELLA 
INTERNATIONAL 

(Product Services, Inc., N. Y.) 

About $120,000 monthly is reportedly being 
spent by this chain of reducing salons 

in spot tv at present. The list of markets was 
increased at the first of this month from 

12 to 28, including cities where two or more 
salons are operating. Filmed minutes 

in day and late night slots are used. 
Wallace H. Lancton is the contact. (News of 
tax troubles for the firm could greatly 

affect future buying.) 


SONNY BOY OF CALIFORNIA 


(Warwick Adv., Inc., Fresno, Cal.) 


A new children’s drink item, SONNY BOY. 


is currently hitting top markets with 

heavy schedules of filmed minutes. Product 
is a two-for-a-nicke! package of syrup for 
making flavored sodas. The placements 
began late last month and will continue 
through early July, or longer in 
hot-weather markets. 






STERLING DRUG CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N22) 

As customary about this time, PHILLIP’S 
MILK OF MAGNESIA has begun running 
some eight-week schedules of mainly 
minutes, with a few 20's, in a selected group 
of markets of various sizes, A similar 
placement for BAYER’S aspirin should get 
under way about issue date. Robert 
Lazetera is the timebuyer. 





Agency Adds 

Arthur D. Cloud Jr. joined Clinton 
E. Frank, Inc., Chicago, as a radio- 
tv writer-producer after 17 months as 
radio-tv copy and production super- 
visor on the Kroger account at Camp- 
bell-Mithun, Inc. He previously served 
in similar capacities at Earle Ludgin 
& Co. and Fitzgerald Adv. Agency, 
Inc. 

Sheldon Kaplan, formerly assistant 
radio-tv director at Rogers & Smith 
Adv., Dallas, was appointed radio-tv 
director, succeeding Howard Fisher, 
who became a vice president and ac- 
count executive at the agency. 

At Morse International, New York, 
radio-tv director Sumner Lyon re- 
signed to join John Colburn Asso- 
ciates, industrial film producer in 
Wilmette, Ill. Mr. Lyon is a vice presi- 
dent and creative director at the film 
company. 
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Another major news award for KSTP-TV 


Inthe last five years, KSTP-TV, Minneapolis-St. Paul has won 
seen major news awards. 
The most recent winner is Harold ““Bud’’ Meier, Assistant 
TV News Director, who received the coveted Sigma Delta Chi 
award for ‘‘distinguished service in the field of Television News- 
witing.”” Previous awards have included two RTNDA trophies 
‘Outstanding TV News Operation; Outstanding News Story 
Televised), three NPPA awards (Community Service, Spot News, 
‘creative Photography) and, in 1957, another SDX award for 
tlevision reporting. 

Since 1948 when it became the Northwest’s first television 
station, KSTP-TV has maintained one of the largest, most com- 
plete news-gathering operations in the nation.We are proud that 


the skill of Bud Meier has brought another important award 
tothe vital Northwest market which KSTP-TV serves. 








LANE 
















This desolate picture represented life on the Standing 


Rock Sioux Indian reservation last Thanksgiving when 
sub-zero temperatures and blizzards aggravated already 
marginal living conditions of tribesmen. Bud Meier devel- 
oped and followed through on the story which resulted in 
13 tons of food being flown to the hungry Sioux families, 


a payment of $2 million to the tribes by the U. S. Dept. 
of Interior which owed them for property taken, and MIN N FAPOLIS e ST PAUL 
+ documentary bat bee >. ee. gees pores " . 
ich appeared, wit im, on - , and whic ‘ 3 
won him this Sigma Delta Chi award. 100,000 WATTS NBC 





REPRESENTED BY EDWARD PETRY & CO., INC. — A GOLD SEAL STATION 





the most watched station in Sioux City... 


KV] cHANneL S 


BECAUSE it’s the station with al! the pluses: 





pwn 


57.1 share of audience—all time periods* 
Twelve of the top 15 shows* 
Nine of the top ten syndicated half-hours* 


The area's most comprehensive news coverage with four 
outstanding news personalities (pictured at right) 


See your Katz man for ALL the reasons why KVTV 
Channel 9 is the best buy in Sioux City. 


*ARB, February 27-March 6, 1959 











CHANNEL $ « SIOUX CITY, IOWA 
CBS e ABC 


BROADCASTING CORPORATION 





Charles Poweil Jack Bomar 











PEOPLES 





WGAR... . Cleveland, Ohio 







WRED ..... . Worthington, Ohio 
WTTM ... . Trenton, New Jersey 
WMMN ..... Fairmont, West Virginia 
WNAX.... . Yankton, South Dakota 
KVTV ... . Sioux City, lowa 
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North & South 
Dakota 





Development of north central states setting pace for the nation 


He of the nation’s great agricultural mid- 

west, four North Central states are enjoying 
the full fruits not only of their traditionally 
heavy grain and livestock production but of a 
growing volume of dollars from mining and in- 
dustry as well. 

Iowa, Minnesota, North and South Dakota are 
riding the highest tide of prosperity in their his- 
tories, and the prospects for the future, reliable 
indices show, are even brighter. 

A good part of the credit for this optimistic 
present, as well as for a continued progress, must 
go to the sight-and-sound medium, television. For 
much of this four-state area is rural, and the pros- 








innesota 





perous farmers and ranchers who make up the 
bulk of the population have learned to depend on 
the electronic medium. Ty saturation is high in 
all four states, and the 36 stations and satellites 
which serve the area cover every part of it with 
strong signals. 

This area accounts for more than 10 per cent 
of the nation’s farms and produces well over 10 
per cent of the nation’s agricultural crops. Its 
output of livestock comes to nearly 20 per cent 
of the nation’s total. 

{owa is in a class by itself as an agricultural 
state. It is second in the production of corn and 


oats, fourth in soybeans, leads in hogs and pigs 





May 4, 1959, Television Age 7] 


and is second in cattle and calves. 
Some 95 per cent of the state’s total 
acreage is in farms. It is estimated 
that of all the grade A farm land in 
the country 25 per cent is in Iowa. 

At the same time, there are many 
industries processing food products, 
producing farm implements, washing 
machines, railroad-car equipment, mo- 
tor-car accessories, vending machines, 
office furniture, cement and other 
products. 

Since the state has no debt, there is 
no state property tax. 

lowa was organized as a territory 
June 12, 1838, and entered the Union 
Dec. 28, 1846. In 1840 the popula- 
tion was 43,112. By 1860 this total 
had leaped to 674,913 and by 1910 to 
2,231,853. In 1930 the census showed 
2,470,939 and in 1950 2,621,073. To- 
day it is estimated at 2,715,600. 

Iowa has per-capita sales of $1,196 
and per-family sales of $3,896. The 
effective buying income for the state 
is estimated at more than $4 billion 
and retail sales at $3.2 billion. 

The state has a total of 192,983 
farms. Crops last year were estimated 
to be worth $482 million, while live- 
stock production was valued at $1.6 
billion. Total value of livestock and 
crops came to more than $2.1 billion. 

Minnesota, famous for its lakes and 
resort country, is not only a rich state 
agriculturally but also produces some 
70 per cent of the nation’s iron ore, 
mostly from the open pit mines around 
Duluth and shipped from that port to 
steel mills at the foot of Lake Mich- 
igan. Manufacturing of food products 
is important, as are production of ma- 
chinery, printing and publishing, pa- 
per, grain-mill products, fabricated 
metal, apparel, furniture and electrical 
machinery. 

Most important food crops are dairy 
products, livestock, corn, soybeans, 
flaxseed, wheat, oats and barley. 

The opening of the St. J awrence 
Seaway brings ocean shipping to the 
Minnesota port of Duluth—a develop- 
ment that means much to the entire 
area. 

There were 165,225 farms in Min- 
nesota in 1957. Crops were valued 
at more than $465 million, while live- 
stock totaled $803 million. Total value 
of livestock and crops came to nearly 
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$1.3 billion. Per-capita income in 
Minnesota was $1,190, while per- 
family income reached $4,432. Total 
effective buying income was $5.3 bil- 
lion and retail sales $3.9 billion. 

Minnesota was organized as a ter- 
ritory March 3, 1849, and became a 
state May 11, 1858. Population in 
1850 was 6,077. By 1860 this had 
jumped to 172,023 and by 1910 to 
1,751,394. In 1930 it was 2,563,953 
and in 1950 2,982,483. Last year it 
was estimated at 3,313,000. The capi- 
tal is at St. Paul. 

North Dakota produces beef cattle, 
dairy products, hogs, poultry, sheep 
and wool. The state leads the nation 
in the production of spring wheat. 
durum wheat, barley, rye and flax- 
seed. 

Much of the western part of the 
state is underlayed with lignite coal, 
and there are large quantities of sand 
and gravel and natural gas. Oil was 
discovered in the Williston Basin in 


1951. and several hundred wells are 


now producing. The geographic cen- 
ter of North America is in Pierce 
County, 16 miles south and seven west 
of Rugby. 

The finest farming land is in the 
Red River Valley, and cattle raising 
is centered in the Missouri Valley. 
North Dakota has 61,943 farms, and 


crops last year were valued at $405 
million. Livestock value was placed 
at $172 million, while total farm and 
livestock output came to $578 million, 

Per-capita sales in North Dakota 
last year came to $1,185 and per 
family sales to $4,432. Total effective 
buying income in the state was $836, 
612.000, and totaled 
$753,895,000. 

North Dakota became a territory 
March 2, 1851, and a state Nov. 2, 
1889. In 1870 the population was 
2,405 and by 1900 had reached 319,- 
145. In 1930 it was 680,845 and in 
1950 had dropped slightly to 619,636, 
Present population has grown to 
636,300. State capital is Pierre. 

South Dakota ranks among the first 
10 states in the production of wheat, 7 


retail sales 


corn, oats, barley, rye, flax, grass and 
cattle. It produces much flaxseed, 
sheep, hogs and pigs. 

It leads the nation in gold produce 
tion, with the largest producing mine 
located at Lead. Other mineral prod- 
ucts are stone, cement, sand and grav- 
el, feldspar, mica, lithium, uranium, 
bentonite. 

Mount Rushmore in the Black Hills 
of South Dakota has the widely known 
Borglum sculpture of Washington, 
Jefferson, Theodore 
Roosevelt. 


Lincoln and 





Sailboating and fishing are enjoyed by residents and visitors alike in the 
north central area. Here is a view of Minneapolis’ beautiful Lake Harriet. 
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MERITIE COURSD’EAU VATTEN GANG.... all mean SEAWAY. eee 
The Grand Opening of the St. Lawrence SEAWAY revolutionizes 
the marketing methods of the world, establishing 
DULUTH-SUPERIOR as the NEW distribution capitol 


for the 40,000,000 people in mid-America! 


acre ) Dominating the Wnrlle Legit Dalonds Seapoit | 











It is estimated that 75 per cent of 
the population of the state is actively 
interested in agriculture. There are 
62,250 farms in the state, with farm 
crops valued last year at $156 million. 
Livestock was valued at $372 million, 
making a total of $528 million for the 
livestock and farm products in 1958. 

Per-capita sales last year totaled 
$1,107, while per-family sales came to 
$3,830. Effective buying income for 
the state was $888 million, while re- 
tail sales came to $753 million. 

South Dakota became a territory 
March 2, 1861, and a state Nov. 2, 
1889. Population in 1860 was 4,837 
and by 1910 had reached 401,570. In 
1930 it was up to 692,849 and dropped 
in 1950 to 652,740. At present, it is 
estimated at 680,100. 

The four states all have good tele- 
vision coverage. lowa has 12 stations: 
Minnesota nine, North Dakota nine 
and South Dakota six. Total tv homes 
served in the four-state area are esti- 
mated at just under two million. There 
are an estimated 20,000 color tv sets. 

Following, alphabetically by state 
and city, are the television markets 
which make up these four midwestern 
states. Facts about each market are 
included to help buyers to determine 
its place in the national economy. 

Cedar Rapids, a marketing and in- 
dustrial center, prides itself on being 
near the geographic center of the U.S. 
and in the heart of the “greatest food- 
producing area in the world.” Ample 
electrical power makes possible an an- 
nual volume of around $25 million in 
manufactured goods, including cer- 
eals, corn products, milk-processing 
machinery, meat packing, farm hard- 
ware, grain milling, poultry and stock 
feeds. 

The Cedar Rapids metropolitan area 
has a population of 123,000 and effec- 
tive buving power of more than $217 
million. 

Nearby Waterloo is also an indus- 
trial and farming center. It is the 
home of the John Deere tractor works, 
the Rath Packing Co. and the annual 
National Dairy Cattle Congress. The 
Waterloo metropolitan area has a pop- 
ulation of 116,000 and an estimated 
effective buying income of $206 mil- 
lion. 

Television stations serving this two- 
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city market, as well as the nearby city 
of Dubuque, are KCRG-TV, channel 9, 
and WMT-TV, channel 2, in Cedar 
Rapids, and KWWL-TV, chanael 7, in 
Waterloo. 

KCRG-Tv, at First Ave. and First 
St., Cedar Rapids, is owned by Cedar 
Rapids Television Co., which is owned 
by the Cedar Rapids Gazette. The sta- 
tion began operating Oct. 15, 1953, 
increased its power to 316 kw and 
built a 1,085-foot tower in 1954 when 
the Gazette bought out other stock- 
holders and took over full control. 
ABC-TV outlet for eastern Iowa, the 
station is represented by Weed Tele- 
vision. Joseph F. Hladky Jr. is presi- 
dent, Redd Gardner is general man- 
ager, Eugene E. McClure commercial 
manager, and Joseph W. McMurray 
regional and local manager. 


Future is Bright 


“To a native of Chicago,” says Mr. 
Gardner, “eastern Iowa’s high degree 
of industrialization was a very pleas- 
ant surprise. With the rapid industrial 
expansion, particularly in Cedar Rap- 
ids, the future of television seems 
bright indeed. Cedar Rapids is now 
the second largest city in the state. 
Eastern Iowa’s rich farm land and its 
inherent buying power, combined 
with the economic strength afforded 
by diversified industry, promise to 
give this area an even higher per- 
capita purchasing power in the im- 
mediate future.” 

wMt-TV, Paramount Theatre Build- 
ing, Cedar Rapids, is owned by Amer- 
ican Broadcasting Stations (49%), 
William B. Dolph (29%) and Wil- 
liam B. Quarton, vice president and 
general manager (20%). It went on 
the air Sept. 30, 1953, with 100 kw 
power, the first station in the nation to 
begin operations at maximum power. 
“At that time,” a station executive 
says, “there were approximately 125.- 
000 receivers in the coverage area; 
the latest Nielsen study documents 
398,000 tv homes. . . . The station’s 
‘grade B’ area is in the eastern half of 
Iowa, which constitutes 60 per cent of 
the state’s population and purchasing 
power, and covers three of Iowa’s six 
largest cities—Cedar Rapids, Water- 
loo and Dubuque.” 

On July 17, 1957, the station began 





use of its new 1,450-foot tower. Sta- 
tion honors include four National 
Safety Council awards and a Peabody 
Award in 1955 for the educational se- 
ries, Secrets of Flight. 

wMt-Tv is a CBS-TV affiliate and 
is represented nationally by the Katz 
Agency. Helen S. Mark is president, 
William B. Quarton executive vice 
president and general manager, Lew 
Van Nostrand vice president, sales, 
and Douglas Grant vice president, ty 
operations. 

KWWL-TV, East Fourth and Frank- 
lin Streets in Waterloo, is owned by 
the Black Hawk Broadcasting Co., 
with Ralph J. McElroy as president 
(31.4%), Donald M. Graham vice 
president (2.9%), E. Horslund treas- 
urer (3%), Robert Buckmaster sec- 
retary (11.8%), William Bolster 
(6.8%), Robert Young (2.2%), John 
B. Young (2.2%), T. L. Trunnell 
(3.8%) and W. Lyle Harvey (2.1%). 
A number of other stockholders each 
owns less than 2 per cent. 

The station began telecasting on 
Nov. 26, 1953, and telecasts with 316 
kw power from an antenna 1,083 feet 
above the ground. Ralph J. McElroy 
is president and general manager, 
Donald E. Inman sales director, and 
Bill Baldwin director of operations. 

An NBC.-TV affiliate, the station is 
represented 
Knodel. 

Davenport, on the Illinois border, is 
one of the so-called Quad Cities, in- 
cluding Bettendorf, Iowa, and Mo- 
line and Rock Island in Illinois. The 


metropolitan area has a population of 


nationally by Avery- 


267,000 and an estimated buying in- 
come of more than a_ half-million 
dollars. 

The [ow2 ielevision station for the 
area is WOC-TV, channel 6, owned by 
the Central Broadcasting Co., which 
also owns WHO-TV Des Moines and 
25 per cent of May Broadcasting Co., 
which owns KMTV Omaha. The sta- 
tion went on the air Oct. 31, 1949, 
and telecasts with 100 kw power. Lo- 
cated at 1002 Brady St. in Davenport, 
it is an NBC-TV affiliate. B. J. Palmer 
is president, D. D. Palmer vice presi- 
dent and treasurer, Ralph Evans ex- 
ecutive vice president, Paul A. Loyet 
vice president, William D. Wagner 
secretary, F. Paxson Shaffer commer- 
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Standing at right is Ted Arnold, WHBF Stations’ Sales Manager, 
a@ member of the school board, shown in session. 


Community leadership by staff people 


enhances WHBF value—for advertisers 


The esteem that WHBF enjoys in its home 
town community — the Quad-Cities — is 
deeply rooted. Since 1925 this station has 
had the advantage of constructive manage- 
ment by community-minded people. In 
accordance with this philosophy, WHBF has attracted a 
staff of like quality. 





Probably no other organization in the Quad-City area con- 
tributes more man hours, on and off the job, to helping and 
cooperating with every worthwhile project. 


The result of such community leadership and participation 
has accumulated over the years into a tremendous amount of ac- 


ceptance for WHBF. | 


This excellent stature, although it cannot be worked into 
a rate card, is a tangible plus that WHBF advertisers share 


with us in the Quad-Cities. 


STRONG & PRODUCTIVE FROM DEEP ROOTS 


WHBE-TV 


Covering Western Illinois and Eastern lowa for 9 years 











| 
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cial manager, and Ernest C. Sanders 
resident manager. The station is rep- 
resented by Peters, Griffin, Wood- 
ward, 


WHBF-TV the channel 4 NBC-TY 
outlet for the area is located across 
the border in Illinois in the Telco 
building, Rock Island. 

The station is owned by Ben H. Pot- 
ter, president (19.274% ) , Marguerite 
F. Potter, treasurer (19.294%), Les- 
lie C. Johnson, vice president and gen- 
eral manager (25%), Aileen T. Pot- 
ter, secretary, J. W. Potter (Mar- 
guerite F. and Ben H. Potter, trustees) 
(19.274%), and J. W. Potter Co. 
(17.156%). 

The station went on the air July 1, 
1950 and telecasts with 100 kw power. 
Avery-Knodel is national representa- 
tive. Maurice Corken is assistant gen- 
eral manager and director of sales and 
Ted Arnold is sales manager. 

Des Moines, the Iowa capital city, 
is a shipping, marketing and manufac- 
turing center. Some 350 industrial 
plants employ around 24,000 people 
turning out such varied products as 
clothing, tires, agricultural equipment, 
tools, machinery, parts of jet motors 
and food products. It is a leading in- 
surance center, with 50 home-office 
companies located in the city. The city 
has plentiful and cheap power, natural 
gas and a good water supply. It is the 
center of a network of rail and truck 
lines as well as airlines. 

The Des Moines metropolitan area 
includes 257,000 population, and the 
effective buying income is estimated 
at $481 million. 


One of the area’s television stations 


is located in Ames, trading center in - 


Story County with a population esti- 
mated at 28,000 and an effective buy- 
ing income of $57 million. The coun- 
ty’s population is 47,000, and buying 
income is placed at $78 million. 

Television stations serving the Des 
Moines-Ames market include KRNT-TV, 
channel 8, and wHo-Tv, channel 13, 
in Des Moines, and wot-Tv, channel 5, 
in Ames. 

KRNT-TV, Ninth and _ Pleasant 
Streets, is owned by Cowles Broad- 
casting Co. (60%) and Kingsley 
Murphy Jr. and family (40%). 


Cowles also owns WHTN-TV Hunting- 
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During and following a traffic-crippling snowstorm in 
lowa last month (March 5th), public demand for infor- 
mation about impassable roads . . . concern for where- 
abouts and welfare of relatives was critical! 


Fortunately, most people in this area have learned from 
past experience that KRNT always provides service to 
fill these personal needs. They knew that KRNT would 
help, and a thousand business executives, school prin- 
cipals and individuals used KRNT’S aired-telephone 
interview service with the familiarity of daily routine. 


KRNT 


TOTAL RADIO 
in Des Moines 








76.2% of Des Moines Listened to Radio 


than all other stations combined! 


The fact that KRNT is the preferred source of help and 
information in times of emergency stands as proof of 
KRNT‘s image of dependability in the minds of people 
in Central lowa. Obviously, KRNT has earned this 
recognition with long-standing excellence in public 
service . . . reliability that is vital in all selling! KRNT 
advertisers know this. They used twice as much KRNT 
Radio in February of 1959 as in the same period a year 
ago. It’s no wonder that most people listen to, believe 
in, and depend upon the COMPLETE radio station in 
Des Moines, KRNT TOTAL RADIO! 


According to another recent survey (when there was no 
emergency) . . . a depth study by Central Surveys, Inc., 


KRNT RATED AS THE TOP 
DES MOINES STATION: 
* MOST PEOPLE LISTEN TO MOST 

¢ MOST RELIABLE NEWS 

¢ MOST BELIEVABLE PERSONALITIES 


Represented Nationally by THE KATZ AGENCY 
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American Crystal Sugar Co., lowa’s only beet sugar processor, located near 
Mason City. 


lowa State, Robert C. Mulhall is gen- 
eral manager, James H. Davis assist- 
ant general manager, and Ted Tost- 
lebe commercial manager. An ABC- 
TV affiliate, WoI-TV is represented by 
H-R Television. 

“The future of the Des Moines and 
central lowa market looks bright,” 
says Mr. Tostlebe. “Des Moines’ and 
central Iowa’s brightness is enhanced 
by many things, the most important 
being ihe more evenly balanced econ- 
omy between agricultural and indus- 
trial development. Iowa during 1958 
was one of several states that not only 
had an increase in total retail sales but 
also in total consumer spendable in- 
come, a percentage of increase far 
exceeding the average percentage of 
increase in population. Television in 
this lowa market will continue to be 
one of the dominant factors in any 
advertiser's budget expenditure when 
he, the advertiser, wants to tell, dem- 
onstrate and sell his product in the 
family living room of these Iowans 
who have money to spend, for either 
his or his competitor’s product.” 

Fort Dodge, a city of 27,500 in 
Webster County, is in the center of a 
rich agricultural area. Webster Coun- 
ty has a population of 45,300 and 
buying income of $69 million. 

Television station in Fort Dodge is 
KQTV, channel 21, at 912 First Ave. 
South. It is owned by Northwest Tele- 
vision, with Edward Breen president 
and general manager (16.75%), radio 
station KvFD (31.22%) and more 
than 200 other stockholders. Gene P. 
Loffler is executive vice president, and 
Rollie Camp is commercial manager 


of the NBC-TV affiliate. It is repre- 







sented by John E. Pearson Television. 
KQTV went on the air Nov. 2, 1953, 
and telecasts with 330.1 kw power. 

Mason City is a prosperous farming 
center in Northern Iowa, ranking 11th 
in population in the state, with a po- 
tential metropolitan area including 
52,000 persons. It ranks seventh in 
retail sales with $70 million last year. 
Industries include a meat-packing 
plant, Jacob E. Decker & Sons, North- 
western States Portland Cement Co. 
and American Crystal Sugar process- 
ing plant. 


Station on Channel 3 


Television station is KGLO-TV, chan- 
nel 3, located at Second and Pennsyl- 
vania. It is owned by Lee Radio, with 
Lee P. Loomis president (9.28%). 
Herbert R. Ohrt executive vice presi- 
dent and general manager (2.75%). 
Elizabeth Norris (25.75%), Laura 
Lee (12%), James Powell (5.83%), 
Mrs. James Powell (5.1%), W. Earl 
Hall (5%), Wanda Nell Eighmey 
(4.6%), Henrietta Adler (4.2%) and 
more than 50 others. Ownership in- 
terlocks with KHQA-TV Hannibal, Mo., 
and WMTV Madison, Wis. Walter Roth- 
schild is national sales manager, and 
Lloyd Loers local sales manager. 

The station went on the air May 15, 
1954, and telecasts with 100 kw pow- 
er. A CBS-TV affiliate, it is repre- 
sented nationally by Weed Television. 

“Over 96 per cent of all the acreage 
throughout the 36-county KGLO-TV 
area is farm land,” a station executive 
points out. “One of the most prosper- 
ous and productive farm markets in 
America, the area garners an annual 
revenue from farm products of $680 


million. Of this amount $333 million 
is derived from livestock, $231 mil- 
lion from crops and the remainder 
from dairy and poultry products. 
There are 72,265 farm homes in the 
area. In comparison with the national 
average, the typical farm in the KGLO- 
TV market has a higher assessed valu- 
ation, greater. productivity and is 
more fully mechanized. The average 
farm owner enjoys a higher standard 
of living and is—in every respect— 
a better potential customer for the 
national advertiser.” 

Ottumwa, in Wapello County, has 
a population of 38,000, while the coun- 
ty has 51,000 population. Effective 
buying income of the county is esti- 
mated at $76 million. 

Television station for Ottumwa and 
Kirksville, neighboring town, is KTVO, 
channel 3. Ottumwa offices are in the 
KBiZ-KTVO building. The station is 
owned by James J. Conroy, president 
and general manager (66.23%), and 
Raymond E. Russell, vice president 
(33.33%). The station began operat- 
ing Nov. 21, 1955, and has network 
service from NBC-TV and CBS-TV. It 
is represented nationally by George 
P. Hollingbery. Berg Allison is sta- 
tion manager and sales manager. 

Sioux City is a rapidly expanding 
metropolitan area with a boom in 
building which currently includes a 
new $2.5-million shopping center, a 
$4.5-million housing project, a $25- 
million highway program, an $11- 
million river-stabilization program, a 
$15-million airport-improvement pro- 
gram, a $4.2-million school-building 
program and others. 

The metropolitan area includes a 
population of 114,000 with an esti- 
mated effective buying power of $194 
million. 

Television stations in Sioux City in- 
clude KvTv, channel 9, and KWWL-TV, 
channel 7. 

KTIV, Tenth and Grandview, is 
owned and operated by KTIV Tele- 
vision Co., which resulted when two 
competing applications merged, with 
the Dietrich Dirks (president and gen- 
eral manager) group owning half and 
the Perkins Brothers Co. (operators 
of the Journal Tribune Publishing 
Co.) half. Gene Flaherty is executive 
vice president and sales director. The 
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station is affliated with NBC-TV and 
ABC-TV and is represented nationally 
by George P. Hollingbery Co. The 
KTIV news department was given the 
NTNDA Distinguished Achievement 
Award for 1955 and has received other 
recommendations for excellence in 
news reporting. 

“The Siouxland market, of which 
Sioux City is the hub, has shown ex- 
cellent growth during the past 12 
months,” says Mr. Dirks. “In terms 
of this-year and last-year comparisons 
of retail and wholesale sales, bank 
clearances, livestock receipts, etc., au- 
thorities consistently place Sioux City 
as the number-one market in the 
nation. 

“Television is important to both 
consumers and distributors in the 
area. Ty-set saturation is approxi- 
mately 90 per cent throughout Sioux- 
land, and color-set ownership is rela- 
tively high as compared to other mar- 
kets. KTIV booster stations are nu- 





merous throughout the fringe area, 
particularly in Nebraska, and the first 
translator stations to be established in 
the middle west are located near 
Spencer and provide KTIV programs 
to the prosperous Iowa Lakes region. 
As additional booster and/or trans- 
lator stations are installed, the scope 
of KTIV program and advertising serv- 
ices will be extended more and more 
beyond the present limits of satisfac- 
tory tv reception. It seems, therefore, 
that there will be continuing growth 
of Sioux City television in the future.” 

KVTV, Seventh at Douglas, is owned 
by People’s Broadcasting Corp., a 
subsidiary of Nationwide Mutual In- 
surance Co., with Herbert E. Evans 
vice president and general manager. 
Donald D. Sullivan is resident vice 
president and general manager; Rob- 
ert B. Donovan is commercial man- 
ager. The station carries CBS-TV and 
ABC-TV programs and is represented 
nationally by the Katz Agency. It 





Iowa Agencies Handling Television 


Cedar Rapids 

Altman-Gilbert Adv., 150814 First 
Ave., N.E. 

Ambro Adv., 333 Dows Bldg. 

Ettinger Adv., 419 16th St., N.E. 

W. D. Lyon Co., 303 Second Ave., 
S.E. 

Davenport 

Bawden Bros., 121 East 3rd St. 

Boudinot Adv., 3216 Brady St. 

R. A. Moritz, 2729 Harrison St. 

L. W. Ramsey Adv., 111 East 3rd St. 

Sperry-Boom Inc., Union Arcade 
Bldg. 

H. M. Stahl Adv., 403 First National 
Bank 

Warren & Litzenberger, 805 First Na- 
tional Bank Bldg. 

Des Moines 

ADCO, 3615 Ingersoll 

Ambro Adv., 314 Shops Bldg. 

Biddle Co. Adv., Paramount Bldg. 

Fred D. Carl, 1019 High St. 

Fred D. Carl Sales Promotion, 1019 
High St. 

Cole Adv., 942 Insurance Exchange 
Bldg. 

George Cremeens Adv., 4604 S.W. 
15th 

Wesley Day & Co., 2818 Ingersoll 

Fairall & Co., 518 Grand Ave. 
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J. M. Hickerson, 1142 Des Moines 
Bldg. 

Shelton R. Houx Adv., 820 Locust St. 

Hurley Adv., 302 Securities Bldg. 

W. T. Johnson & Associates, 4412 
Carpenter 

Lessing Adv., 910 Walnut Bldg. 

Marquardt Adv., 3810 Ingersoll Ave. 

Matulef & Reilly Adv., 619 High St. 

Meneough, Martin & Seymour, 501 
Garver Bldg. 

Millhaem and Co., 1406 Lewis Ave. 

Thomas Murrane Associates, 215 
Jewett Bldg. 

Nelson Adv., 312 Masonic Temple 
Bldg. 

Son de Regger Adv., 521 Eleventh St. 

Truppe, LaGrave & Reynolds Adv., 
950 Insurance Exchange Bldg. 

Fort Dodge 

Rathermel Adv., 9 South 10th St., 

Ottumwa 

James C. Taylor Jr., 120 South Court 
St. 

Sioux City 

Amundson-Bolstein, 307 Benson Bldg. 

Dove Adv., 541 Benson Bldg. 

W. D. Lyon Co., Orpheum-Electric 
Bldg. 

Waterloo 

Weston-Barnett, 217 West Fifth St. 


telecasts with 288 kw power. 

KVTV went on the air March 29, 
1953 and was owned until Dec. 1, 
1957 by Cowles Broadcasting Co. 
when it was purchased by People’s, 
The station has a number of impres- 
sive firsts in bringing its audience im- 
portant events and services, connected 
for the most part with its fine news 
and special events and community 
service departments. 

“All of us connected with KVTV are 
supremely confident that the future 
importance of Sioux City and its trade 
territory will exceed all of our fondest 
dreams,” says Mr. Sullivan. “When 
the People’s Broadcasting Co. pur- 
chased KVTV, they saw a great future 
for this section that is the heart of a 
rich four-state agricultural area, one 
of the world’s great livestock centers, 
and the state’s leading wholesale mar- 
ket. With the Missouri River now 
fully controlled, water transportation 
facilities are sure to speed the growth 
of the area. This, coupled with the 
vast improvement of highways now in 
progress in the area, will make Sioux 
City the hub of a great marketing area 
that is diversified and stable. KVTV is 
ready and anxious to grow with the 
community and will offer ever-expand- 
ing services and facilities to its adver- 
tisers and viewers.” 

Alexandria, Minn., is a thriving 
farm community and center of a pros- 
perous resort area. Population of 
Douglas County, in which Alexandria 
is located, is about 22,000, with an 
effective buying income of $28 mil- 
lion. 

Television station for the area is 
KCMT, channel 7. The station went on 
the air Oct. 8, 1958. It is owned by 
Central Minnesota Television Co., of- 
ficers of which are Joseph O. Perino, 
president; John J. McCarten, secre- 
tary, and Thomas Barnes, executive 
vice president. Mr. Barnes is manager 
of wpay-Tv Fargo. Glenn W. Flint is 
general manager, and Gid Klein re- 
gional sales manager. 

The station operates from a 1,133- 
foot tower, tallest in the state. It 
reaches a predominantly rural area, 
estimated to include 462,000 people, 
which has retail sales of $471 million. 

“The prompt recognition of this 
new untapped market by regional and 
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national advertisers in the past four 
months indicates there has long been 
a need for television in the central 
part of Minnesota,” says general man- 
ager Flint. “The central Minnesota 
area served by KCMT consists of pros- 
perous, well-populated farms and 
smaller communities. It has great ap- 
peal as a summer and winter resort 
area. Business levels indicate that the 
area has a real future, and television 
will assume in this market, as it has 
in all others, a most significant place 
in the habits of the residents.” 

KCMT is affiliated with NBC-TV and 
ABC-TV. It is represented nationally 
by Avery-Knodel and in Minneapolis 
by Harry Hyett. 

Austin, on the southern border of 
the state, is the county seat of Mower 
County. It is the home of George A. 
Hormel Packing Co. and of the 
Kieckhefer-Eddy Paper Division, has 
good rail and highway facilities. Pop- 
ulation of Mower County is around 
47,500, while effective buying income 
is estimated at $80 million. 

Television station in Austin is 
KMMT, channel 6, owned by Minne- 
sota-lowa Television Co., which is con- 
trolled by R. J. McElroy, president, 
who also is president of Black Hawk 
Television. 

Thomas L. Young is general man- 
ager, and Don Jones sales manager. 
The station went on the air July 27, 
1953, and operates with 14.8 kw pow- 
er. During the past year the station 
increased its hours of broadcast 55 
per cent and enjoyed a 38-per-cent in- 
crease in revenue. 

“The Double-A market of Austin- 
Albert Lea has a metropolitan popu- 
lation of 90,000,” says Mr. Young. 
“Austin has the highest consumer 
spendable income in the entire mid- 
west—$6,984 per household. Austin 
is ranked 27th in the nation for spend- 
able income.” 

The station is affiliated with ABC- 
TV and is represented nationally by 
Avery-Knodel. 

Duluth, Minnesota’s port on the 
Great Lakes, is one of the most pros- 
perous cities in the country and prom- 
ises to enjoy an even bigger boom 
with the completion of the St. Law- 
rence seaway. The Duluth-Superior 
(Wis.) metropolitan area includes a 


population of over 272,000 and an 
estimated effective buying power of 
more than $450 million. 

Television stations serving this area 
are KDAL-TV, channel 3, and WDSM-TY, 
channel 6. 


KDAL-TV, 218 Bradley Building, is | 


owned by the Red River Broadcasting 
Co.; the Dalton LeMasurier estate 
(77%) ; Odin S. Ramsland, vice pres- 
ident and general manager (1142%), 
and Robert Dettman, vice president 
and chief engineer (11142%). John 
Grandy is sales manager. 

KDAL-TV went on the air March 14, 
1954, and before the year was out was 
up to full power of 100 kw. The sta- 
tion is a CBS-TV and ABC-TV affiliate 
and is represented nationally by 
Avery-Knodel. 


Continued Growth Assured 








“The future of the Duluth-Superior | 


market is possibly the rosiest of any 
midwest market,” says Mr. Ramsland. 
“Two factors assure the continued 


growth and development of the entire | 
area. The gigantic taconite program | 


which started less than 10 years ago 
has already been proved a commer- 
cial success. Now, as rapidly as the 


high-grade iron ore on which the econ- | 


omy of this area has been based is 
depleted, the giant new taconite plants 
take their place. It is benefiting the 
Duluth market with the employment 
of approximately four times as many 
people per ton of the finished product 
as were used under the old system. 
“The second important factor is the 
completion of the St. Lawrence wa- 
terway, and the development of plans 
to make use of this vast new resource, 
when this market will be the most in- 
ward port in the United States. The 
state of Minnesota and the city of Du- 


luth are spending millions of dollars | 


to have Duluth terminal 


ready for ocean-going vessels, and pri- | 


facilities | 


vate industry is spending many times | 


the amount getting ready for ihis new 
economic development. Duluth may 


well be the major distributing center | 


for the central United States, with 
over 40 million people within 400 
miles of its port.” 


wpsM-Tv, 230 East Superior St. in | 


Duluth, and 921 Tower Ave. in Su- 
perior, Wis., is owned by Ridder Pub- 
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lications, publishers of the Duluth 
Herald-News Tribune. The station 
went on the air Feb. 23, 1954, and tele- 
casts with 100 kw power. C. D. Tully 
is general manager, Carlo Anneke 
general sales manager, and Martin 
Olson sales and merchandising coordi- 
nator. It is an NBC-TV and ABC-TV 
affiliate and is represented nationally 
by Peters, Griffin, Woodward. 

“T firmly believe that the Duluth- 
Superior area is approaching the dawn 
of a new era in growth and develop- 
ment,” says Mr. Tully. “The advent 
of the St. Lawrence seaway, with 
Duluth as the final terminus, cannot 
be overly played up. The tremendous 
grain and ore facilities now available 
and the great natural harbor, along 
with rail outlets already here, make 
Duluth a natural for a substantial 
amount of foreign imports and ex- 
ports. New strides in taconite devel- 
opment promise a great future for the 
mining industry for a long time to 
come.” 

Industry and distribution are both 
important in the Minneapolis econ- 
omy. The Minneapolis-St. Paul area 
is the retail and financial center for a 
vast area of the middle west. Rail- 
ways, highways and airlines all make 
this a focal point. There are 10 trunk- 
line railways, 12 bus lines and six air- 
lines coming into the city. Largest 
employer in the area is Minneapolis- 
Honeywell, which hires 13,000 work- 
ers. In addition, there are large con- 
centrations of food and meat packers, 
metal-product finishers, agricultural- 
machinery makers and apparel fac- 
tories. 

The Minneapolis-St. Paul metropoli- 
tan area has an estimated population 
of more than 1.3 million and effective 
buying power of $2.6 billion. 

Television stations in the area in- 
clude KMsP-TV, channel 9; KSTP-TV, 
channel 5; weco-Tv, channel 4, and 
WTCN-TV, channel 11. 

KMSP-TV, Foshay Tower, is owned 
by United Television, Inc., which, in 
turn, is owned by National Telefilm 
Associates. The station went on the 
air Jan. 9, 1955, and telecasts with 
316 kw power. 

Donald Swartz is president and gen- 
eral manager, and Richard Butterfield 
sales manager. Joseph F. Carney is 
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director of operations. The station is 
represented by NTA Spot Saies. 

KsTP-TV, 3415 University Ave., is 
owned by Stanley E. Hubbard 
(62.17%), Didrikke S. Hubbard 
(15.84%), Vera S. Bragg (8.18%), 
Thomas E. Bragg (8.18%) and Paul- 
ette Godfrey (5.63%). The station 
went on the air April 23, 1948, the 
first television station in the area. It 
is a basic NBC-TV affiliate and is rep- 
resented nationally by Edward Petry 
& Co. 

Mr. Hubbard is president and gen- 
eral manager, Kenneth M. Hance is 
executive vice president and treasurer, 
Marvin L. Rosene is vice president in 
charge of sales, and Stanley S. Hub- 
bard is vice president in charge of re- 
search and development. 

“KSTP-TV was the first station with 
maximum power (100 kw) and first 
with color in the northwest,” a station 
spokesman points out. “It includes 
157,260 square feet of modern facili- 
ties . . . is a showplace of Twin Cities 
tours, houses a preview and audition 
theatre, an employe cafeteria avail- 
able for catering services up to 200 
persons, studios for viewing color 
shows and a board room for client 
meetings, closed-circuit auditions and 
dinners.” The news department has 
won many awards for its excellent per- 
formances. 


On Since 1949 


wcco-TVv, 50 South 9th St., St. Paul, 
is owned by Midwest Radio-Televi- 
sion, which is owned 53 per cent by 
Mid Continent Radio-Television and 
47 per cent by the Minneapolis Star 
& Tribune Co. 

WCCO-TV went on the air July 1, 
1949, as WTCN-TV from the Foshay 
Tower Building in Minneapolis. The 
Radio City Theatre studio location was 
selected in January of 1949, and re- 
modeling was completed in June to 
permit initial operation from the new 
location. The station was then affili- 
ated with ABC. On Aug. 17, 1952, 
the call letters were changed to Wcco- 
TV, and basic CBS-TV affiliation was 
established. Power was increased to 
100 kw Feb. 9, 1953, and further ex- 
pansion included the addition of two- 
and-a-half stories on the studio build- 
ing in 1958. 


“The executive offices and studios 
of wcco-Tv fully occupy its five-story 
building on the Radio City Theatre 
site,” a station executive points out, 
“Its news department of more than 30 
newsgathering and writing personnel 
occupies the entire basement area, 
where film, darkroom and processing 
equipment are also located. Its three 
tv studios, also in the building, are 
each fully equipped for a full produe- 
tion using live, film, slide or opaque 
picture sources.” 

William J. McNally is chairman of 
the board, Robert B. Ridder president, 
F. Van Konynenburg executive vice 
president and general manager, Sher- 
man Headley assistant manager, and 
Robert N. Ekstrum sales manager. The 
station is represented nationally by 
Peters, Griffin, Woodward. 

WTCN-TV, 2925 Dean Blvd., is owned 
by TLF Broadcasters, a subsidiary of 
Time, Inc. 

The station went on the air Sept. 1, 
1953, and telecasts with 316 kw pow- 
er. Weston C. Pullen Jr. is president, 
Phil Hoffman is vice president and 
general manager, John M. Baldwin as- 
sistant manager, and James R. Hoel 
is general sales manager. 

The station is an ABC-TV affiliate. 
It is represented nationally by the 
Katz Agency. 

Rochester, Minn., is the center of 
one of the nation’s richest farming 
areas, and the city has become an im- 
portant trading and financial center 
for a large area. The Rochester po- 
tential metropolitan area has a popu- 
lation of more than 50,000, with an 
estimated effective buying income of 
$86 million. 

Television station in Rochester is 
KROC-TV, channel 10. Owned by the 
South Minnesota Broadcasting Co., 
with Agnes P. Gentling president 


(10.8%); G. David Gentling vice’ 


president and treasurer (7.35%); 
Gordon P. Gentling (8.9%); Philip 
H. Gentling (5.12%) ; Agnes P. Gent- 
ling and other trustees of estate of 
G. P. Gentling (56.27%). The sta- 
tion went on the air July 14, 1953. 
G. David Gentling is general man- 
ager, and Will Jackson is commercial 
manager. The station, located at 100 
lst Avenue Building, telecasts with 
240 kw power. Executives are proud 
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Look Fellas... 


The stork is a busy bird 


in Rochester, Minnesota. 





This is the fastest growing 
METROPOLITAN AREA 


**Boy, has Rochester, “You mean there’s 
Minnesota, Grown.”’ in all of Minnesota. another station that 


covers the market?”’ 


KROC.-TYV delivers it all 
in one neat bundle. (see 
December ARB). 


Here are some cold sta- 
tistics on this hot market: 


Consumer Income: 


$886,232,000 


Total Retail Sales: 
$723,815,000 


Food Sales: 


$133,656,000 
Drug Sales: 

$19,597,000 
Filling Station Sales: 


$57,235,000 





“OH that dreamy They buy lots of Pablum ‘Well don’t sit there! 
Dec. ARB.”’ too! Buy KROC-TV”’ 


KROC-TV 


gNBicy CHANNEL: 10 
Rochester, Minnesota 


Network Representative: Elisabeth Beckjorden 
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of the increase in coverage and the 
effective local news coverage. 

“It is my firm belief that the KRoc- 
TV area will grow tremendously,” says 
Mr. Gentling. “It will grow not only 
tv-wise but market-wise as well. The 
Northwestern National Banks, with 
headquarters in Minneapolis (N.W. 








Banks is the largest bank holding com- 





pany in the upper midwest), has stat- 
ed that Rochester is one of two cities 
in the upper midwest that have the 
greatest growth potential. Southern 
Minnesota farmers are among the 
wealthiest in the country. Our county 
retail sales have increased from $65 





MINNESOTA MARKET DATA BY COUNTIES 


—Effective Buying Income— 
Net 






















ha a Dollars Per 
Counties ($000) 
Aitkin 13,186 1,055 
Anoka ... 84,103 1,423 
Becker 27,955 1,180 
Beltrami 27,241 1,112 
Benton 19,023 1,087 
Big Stone 11,040 1,200 
Blue Earth 67,057 1,620 
Brown... 38,199 1,340 
Carhon 35,254 1,330 
Carver 27,596 1,415 
| d 17,380 915 
Chippewa . 23,497 1,407 
Chisago . 17,772 1,297 
|e ? 61,398 1,599 
Clearwater 9.8 9,027 921 
aes 45 5,387 1,197 
Cottonwood 16.2 25,228 1,557 
Crow Wing 31.7 41,602 1,312 
Dakota 64.2 96,164 1,498 
Dodge 12.8 15,418 1,205 
Douglas 22.8 27,882 1,223 
Fairbault 25.8 37,596 1,457 
Fillmore 24.7 30,085 1,218 
Freeborn 35.8 53,823 1,503 
Goodhue 35.5 50,376 1,419 
es 9. 12,027 1,240 
Hennepin 795.0 1,647,325 2,072 
Houston ..... es “eee 20,139 1,299 
Hubbard 10.2 10,836 1,062 
Isanti 114 12,151 1,066 
Itasea 38.5 50,883 1,322 
Jackson 15.7 22,993 1,465 
Kanabee -. 8.3 9,362 1,128 
Kandlyohi 31.1 39,405 1,267 
Kittson = = 9.2 13,265 1,442 
Koochiching .-....... 17.3 24,444 1,413 
Lae Qui Parle .... 14.3 19,678 1,376 
AE aeneetinn i 2a 23,706 1,658 
Lake of the 

Woods 4.4 1,934 1,121 
Le Sueur 20.3 26,360 1,299 
Lincoln 10.5 15,392 1,466 
Lyon 23.2 35,128 1,514 
McLeod 25.6 35,368 1,382 
Mahnoman ........ 6.7 6,302 941 
aa 15.6 16,785 1,076 
Martin 28.3 13,285 1,530 
Meeker .... 19.9 24,822 1,247 
Mille Laces 17.9 20,008 1,118 
Morrison 27.5 28,356 1,031 
Mower 47.5 80,238 1,689 
Murray 17.1 23,016 1,346 
Nicollet 23.6 32,175 1,363 
Nobles 23.3 35,531 1,525 
Norman 11.5 14,017 1,219 
Olmstead 50.5 85,725 1,698 
Otter Tail 49.3 56,539 1,147 
Pennington 13.5 17,646 1,307 
eae 17.0 18,239 1,073 
Pipestone 16.3 22,087 1,355 
Polk ... 38.1 52,537 1,379 
Pope ... 13.0 15,313 1,178 
Ramsey 411.1 796,430 1,937 
Red Lake 6.0 5,802 967 
Redwood 23.2 33,352 1,438 
Renville 25.6 36,429 1,423 
Rice 39.5 53,153 1,346 
Rock 10.2 17,413 1,707 
EE Be rE .2 14,1 14,793 1,049 
St. Louis 225.1 377,123 1,675 
. 18.5 23,242 1,256 
Sherburne 10.0 11,120 1,112 
Sibley -..... 14.1 19,161 1,359 
Stearns .. 83.0 106,839 1,287 
Steele 24.0 33,971 1,415 
Stevens .. 10.8 16,337 1,513 
7 = 15.8 21,090 1,335 
Tedd 25.0 25,833 1,033 
Traverse 73 9.475 1,298 
Wabasha 19.0 22,762 1,198 
Wadena 14.2 16,108 1,134 
Waseca 16.8 23,609 1,405 
Washington ........ 41.2 59,542 1,445 
Watonwan 14.6 21,373 1,464 
Wilkin 10.2 14,625 1,434 
Winona 40.8 58,059 1,430 
Wriaht .... — ae 35.237 1,137 
Yellow Medicine . 17.0 22,659 1,333 
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Per 


Family 


3,564 
5,256 
4,301 
3,948 
4,227 


4,721 


Total 
Retail 


Sales 
($000) 


22,105 
13,490 
30,473 
7,438 
5,069 
20,074 
35,917 
61,475 
13,304 
23,704 
39,596 
26,321 
38,550 
40,669 
11,201 
1,131,023 
12,720 
10,173 
12,985 
39,448 
17,767 
6,848 
36,957 
10,708 
17,839 
12,748 
12,752 


1,359 
24,997 
9,673 
31,192 
33,134 


533,994 
6,092 
29,992 
30,601 
34,349 
14,296 
11,420 
277,357 


28,241 
15,405 


The figures in the above table are reprinted with permission of Sales M ez 
copyright owners, from the May 1958 Survey of Buying Power; further reproduction not licensed. 


123,937 
1,063 


8, 
5,757 
3,357 


3,747 
3,680 
1,120 
3,127 
4,977 
2,870 
6,676 
2,696 
1,389 
10,015 
6,271 
2,691 


414 


the 








million in 1954 to $85 million in 
1958.” 

Bismarck, N. D., is a fast-growing 
marketing center in Burleigh County, 
has a population of 25,600 and an 
estimated buying power of $40 mil- 
lion. The Bismarck-Mandan poten. 
tial metropolitan area has 36,000 pop- 
ulation and an estimated buying in- 
come of more than $56 million. 


Two Stations ti Mall 


Television stations in Bismarck are 
KBMB-TV, channel 12, and KFyR-TV, 
channel 5. 

KBMB-TV, Divide Ave. and 15th St., 
is owned by the North Dakota Broad- 
casting Co., which also owns KXMC-TV 
Minot, KxJB-TV Valley City and Kxan- 
TV Aberdeen. North Dakota Broad- 
casting is owned by Jamestown Broad- 
casting Co. (57%), of which John W. 
Boler is president and Mary Frances 
Boler treasurer, and of which the Boler 
The Bismarck 


station can be bought in combination 


family owns 100%. 


with the other stations. 

KBMB-TV went on the air Nov. 19, 
1955, and operates with 100 kw pow- 
er. It is represented nationally by 
Weed Television. Mr. Boler is presi- 
dent, while Howard Morris is station 
and commercial manager. It is a CBS- 
TV affiliate. 

KFYR-TV, 20014 Fourth St. is 
owned by Meyer Broadcasting, which 
also owns KMOT Minot and KUMV-TV 
Williston, which operate as partial 
satellites. Meyer Broadcasting is 
owned by William Ekberg, president 
and general manager (.1% ) ; Marietta 
Meyer Ekberg, treasurer (45.14%); 
Gordon Cox, secretary (.2%), and 
Etta Hoskins Meyer as trustee for 
Marietta M. Ekberg (54.49%). Cal 
Culver is manager, and Alvin Ander- 
son sales manager. The station is affili- 
ated with NBC-TV and ABC-TV and 
is represented nationally by Blair Tel- 
evision Associates. 

KFYR-TV went on the air Dec. 19, 
1953. “A staff of 70 is employed to 
bring the best in programming and 
service to the area, as well as to the 
area served by the two satellite sta- 
tions,” a station executive says. The 
station is proud of its news-coverage 
facilities and carries 45 major news 
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and weathercasts, all of which are sold. 
“Agriculture and agriculture-derived 
industries dominate the area,” a 
spokesman points out, “with wheat 
leading the list.” Station executives 
estimate that the area covered by the 
Meyer Broadcasting stations includes 
an area with $480 million retail sales, 
$547 million buying income and 410,- 
950 population. 

Dickinson, in the Great Plains area 
of North Dakota, is in the center of a 
vast agricultural region and also offers 
industrial promise. It has vast de- 
posits of lignite coal, bentonite, lime- 
stone and clay. Stark County, of which 
itis principal city, has a population of 
15,000 and buying income of nearly 
$19 million. 

Television station is KDIX-TV, chan- 
nel 2, 119 Second Ave., owned by 
Dickinson Radio Association, with Dr. 
P. J. Weir president (11.05%), F. P. 
Whitney vice president (11.63%), W. 
K. Johnson treasurer (10.66%), Or- 
ville F. Burda secretary and general 
manager (4.69%), William O. Rabe 
(11.63%), L. W. Veigel (9.42%) and 


IOWA 

Cedar Rapids 

Robert A. Read Co., 1133 35th St., 
N.E. 


Des Moines 

Filby Film Production Co., 1305 
Forest Ave. 

Mahnke Productions, 215 East Third 
St. 

Parrot Films Studio, 1000 14th St. 
Place 

Ken Scarpino Commercial Photogra- 
phy, 507 Royal Union Bldg. 

Studio H of Des Moines, 3435 S.W. 
31st St. 

Studio 3, 1702 Keosauqua Way 


MINNESOTA 

Minneapolis 

Anthony Lane Film Studios, 85 South 
11th St. 

Robert J. Bertrand Prod., Foshay 


Tv Film Producers in Market Area 





Tower 

Countryman Thomas Films, 15 North 
9th St. 

Empire Photosound, 1920 Lyndale 

Film Productions, 4510 Excelsior 
Blvd. 

Promotional Films Inc., 3425 Sumter 
Ave., South 

Rusten Film Associates, 5910 Way- 
zata Blvd. 

George Ryan Films, 210 South 7th St. 

Wren Films, Times Bldg. 

Sly-Fox Films, 627 First Ave., North 


St. Paul 

EMC Recordings Corp., 806 East 7th 
St. 

Reid H. Ray Film Industries, 2269 
Ford Parkway 


NORTH DAKOTA 
Fargo 


Snyder Film Productions 





P. J. Baseflug (5.85%). 
Mel Hallock is commercial man- 
ager. The station is affliated with 


CBS-TV and is represented nationally 
by Hal Holman Co. It went on the air 
Oct. 15, 1956, and telecasts with 26.3 


delivered! by KFYR-TV 


over 40,000 TV homes at $1.79 


The NEW Dakota Story, as documented by ARB's 1959 Area Study, highlights the 
170,000-home market covered by KFYR-TV and satellites. In prime time, for ex- 
ample, you can get over 40,000 tv homes—delivered—as low as $1.79 per thou- 


sand, by using 


the KFYR-TV Group | 


KFYR-TV, Bismarck 
KMOT-TV, Minot 
KUMV-TV, Williston 


Now your TV dollars buy a better-than-ever selling job in North Dakota over KFYR- 
TY and its satellites. 6:00 P.M. to midnight they deliver top Dakota audiences at the 


lowest cost per thousand. 


MEYER BROADCASTING CO., Bismarck, North Dakota 


William A. Ekberg, Pres. & Gen. Mgr. ¢ A. L. Anderson, Gen. Sales Mer. 


e Get the complete convincing details from 






BLAIR TELEVISION ASSOCIATES 


National Representatives 
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kw power. Although settlement of the 
area is comparatively sparse, per- 
capita income is high, and there is 
tremendous farm and ranch purchas- 
ing power. 

“The state of North Dakota is on 
the threshhold of tremendous agricul- 
tural and industrial development,” 
says Mr. Burda. “Oil, uranium, lig- 
nite coal, hydroelectric power and ir- 
rigation all will play an important part 
in the future growth of this area. Tel- 
evision itself will have an important 
role in this growth because of its abil- 
ity to influence its viewers and sell new 
methods and optimism in the future.” 

Fargo, a potential metropolitan area 
with nearly 70,000 people and an 
effective buying income of more than 
$113 million, is a prosperous and 


stable market in the Red River area. 

Television station in Fargo is 
WDAY-TV, channel 6, 207 North Fifth, 
which is owned by WDAY, Inc. Stock- 
holders include E. C. Reineke, presi- 
dent (54.44%); H. D. Paulson, vice 
president (8.89%), and members of 
the Black family, publishers of the 
Fargo Forum and Moorhead Daily 
News. 

Tom Barnes is general manager, 
Julius Hetland technical director, and 
Jack Dunn tv-radio manager. The sta- 
tion is affiliated with NBC-TV and 
ABC-TV and is represented nation- 
ally by Peters, Griffin, Woodward. 

WDAY-TV went on the air May 23, 
1953. On Feb. 21, 1959, the station 
went to full 100 kw power and began 
telecasting from a new 1,206-foot 





antenna. 


“Cass County,” it is pointed out by 
Mr. Barnes, “has the highest retail 
sales per family of any county in the 
United States, according to Standard 
Rate & Data Consumer Markets. 
Fargo has never been lower than 
fourth in retail sales per family during 
the past 10 years, which points out 
the stability of the market.” He at- 
tributes -this to the combination of 
agriculture and industry in the famous 
Red River Valley, “which has never 
known a drought or a real depression.” 
Mr. Barnes predicts a rapid growth 
for color tv in the area. 

Grand Forks is the center of a po- 
tential metropolitan area with a popu- 
lation of about 85,000 and effective 
buying income of more than $124 





Minnesota Agencies Handling Television 


Duluth 

IFI Adv., Lonsdale Bldg. 

Sklaris Agency, 740 East Superior St. 

Stewart-Taylor Adv., 326 West Michi- 
gan St. 

H. E. Westmoreland, 326 West Michi- 
gan St. 


Minneapolis 


BBDO, N.W. Bank Bldg. 

William L. Baxter Adv., 24 South 6th 
St. 

Steven Bernard Adv., 5153 Bears 
Ave., South 

Bolin-Smith, 329 West 15 St. 

Bozell & Jacobs, 1133 Pillsbury Bldg. 

Phil Bradley Adv., N.W. Federal Bldg. 

Bruce B. Brewer & Co., Foshay Tower 

Campbell-Mithun, N.W. Bank Bldg. 

Colle & McVoy Adv., Agency, 3033 
Excelsior Blvd. 

Craddick Service, N.W. Bank Bldg. 

William E. Davis Adv., Plymouth 
Bldg. 

Kent Dixon Adv., 711 Lake, Room 200 

Faber Adv., 2525 Park Ave. 

Fred Fadell & Associates, Foshay 
Tower 

Firestone-Goodman Adv., 1801 Nicoi- 
let Ave. 

Fischbein Adv., 510 South 7th 

John Forney, Foshay Tower 

Foulke Agency, Rand Tower 

Frizzell Adv., 1905 Third Ave., South 

Fyten-Hoffman, 1645 Hennepin Ave. 

Grubb-Cleland, WCCO Bldg. 
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Art Gruber Associates, 4401 E. Lake 
St. 

Ralph Hobbs Assoc., Midland Bank 
Bldg. 

Jackson, Haerr, Peterson & Hall, 1108 
Nicollet Ave. 

Jaffe-Naughton-Rich Adv., 1104 Cur- 
rie Ave. 

Ray C. Jenkins Adv., Builders Ex- 
change 

Oreland Johnson Adv., Foshay Tower 

Kerker - Peterson - Hixon-Hayes, 2855 
Park Ave. 

Keystone Adv., 
Blvd. 

Knox Reeves Adv., 400 Second Ave., 
South 

Lasky Adv., 9 N. Fourth St. 

Martin-Williams, Roanoke Bldg. 

Matson, Marquette & Soash, 614 
Builders Exchange 

McCaffrey Adv., Roanoke Bldg. 

Mullen & Associates, 510 WCCO Bldg. 

Ken Nelson Creative Adv., 1244 Baker 
Bldg. 

Lloyd Nelson, Socony Mobil Bldg. 

Nemer Adv., 5925 Highway No. 7 

Nieland Adv., 512 Nicollet Ave. 

Olmsted & Foley, 1750 Hennepin Ave. 

Pidgeon-Savage-Lewis, Builders Ex- 
change 

Reach, McClinton, 750 Baker Bldg. 

Paulmer Refsdal, Sexton Bldg. 

Revere Adv., 512 Nicollet Ave. 

Sakes & Grinziel, 89 South 10th St. 

Scrymiger & Osterholt Adv., 1016 


4020 Minnetonka 


Accounts 


Phoenix Bldg. 

Richard Stebbins & Assoc., 572 2nd 
Ave., South 

Stevenson & Associates, 402 Plymouth 
Bldg. 

Stein Adv., 1030 Midland Bank Bldg. 

Harold C. Walker Adv., Palace Bldg. 

Saul Wernick, 2212 Foshay Tower 

White, Herzog & Nee, 523 Marquette 
Ave. 

Herb Willis & Associates, Midland 
Bank Bldg. 

Zeuthen, Thomas & Hulbert, N. W. 
Bank Bldg. 

St. Paul 

David Inc., W-3173 First Ntl. Bank 
Bldg. 

Erwin Wasey, Ruthrauff & Ryan, 2650 
University Ave. 

Bill Fisk Adv., 464 South Robert St. 

The Harper Co., 818 Pioneer Bldg. 

E. T. Holmgren, First National Bank 
Bldg. 

Matson, Marquette & Soash, First Nel. 
Bank Bldg. 

John H. McGuire, 470 Snelling Ave., 
South 

W. Oakes Miller & Associates, First 
Ntl. Bank Bldg. 

Niemeyer Associates, Pioneer Bldg. 

The O'Neill Co., 2651 University Ave. 

St. Paul Adv. Co., 100 South Wabash 

Weaver-Gardner, Oppenheim Bldg. 

Wilson Adv., Endicott Bldg. 

John T. Withy & Associates, Endicott 
on Robert 
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million. Its television station is KNOX- 
tv, channel 10, State Mill Rd. It is 
owned by Community Radio Corp., 
of which Arthur Tweet is president, 
Robert Lukkason is secretary-ireas- 
urer and general manager, and 
Charles Bundlie is director of opera- 
tions. 

The station went on the air Dec. 11, 
1955, and telecasts with 28.2 kw pow- 
er. It is affiliated with NBC-TV and 
is represented nationally by William 
G. Rambeau, Inc. 

“There is good reason to believe 
the future of the Grand Forks area, 
including local television, is a bright 
one,” says Mr. Bundlie. “Adequate 
moisture this past winter has insured 
a good start for the spring-summer 
growing season. The latest unofficial 
figures indicate a vigorous growth in 
population of the Grand Forks area. 
Coupled with this growth, the local 
population is receiving a sharp up- 
ward trend with the completion of a 
U. S. Air Force base located 14 miles 
west of Grand Forks. This base will 
serve both the Strategic Air Command 
and the Air Defense Command. It is 
expected to be equipped with the 
latest in aircraft, both heavy bomber 
and supersonic fighter, with an even- 
tual military and civilian population 
of approximately 5,000 persons.” 

Minot, important rail and com- 
munications center, and home of the 
North Dakota State Fair, is the largest 
city in Ward County, which has a 
population of about 42,000 and an 
effective buying income of $67 mil- 
lion. 

felevision stations in Minot are 
KMOT, channel 10, and KXMC-TV, 
channel 13. Both are affiliated with 
stations in Bismarck. 

KMOT, 20014 Fourth St., is owned 
by Meyer Broadcasting Co. (see KFYR- 
Tv Bismarck). It went on the air Jan. 
20, 1958, and is interconnected by 
microwave with the Bismarck station, 
carrying NBC-TV and ABC-TV pro- 
grams. Although most programming 
comes from KFYR-TV, local programs 
and announcements are carried. 
“Minot is the commercial and social- 
service center for the surrounding 60 
to 100 miles of rich farm land,” a sta- 
tion spokesman says. “In addition, the 
Minot defense installation is develop- 






ing into a major link in the Air Force 
chain, with over $100 million already 
spent in plant and facilities for the 
thousands of families who will move 
in to operate this vital center.” 

KMOT is sold in connection with 
KFYR-TV and is represented nationally 
by Blair Television Associates. 

KXMC-TV, highway 81, is owned by 
North Dakota Broadcasting Co. (see 
KBMB-TV Bismarck). It went on the 
air April 4, 1953, the first television 
station in North Dakota. In 1957 
power was increased to 247 kw, and 
a 1,053-foot tower was erected. In 
1958 the call letters were changed 
from KCJB-TV to KXMC-TV. 

John W. Boler is president and gen- 
eral manager, Chester Reiten is resi- 
dent manager. Weed Television rep- 
resents the station nationally, and it 
is affiliated with CBS-TV and ABC- 
TV. 

“The area served by KXMC-TV is pri- 





marily agricultural,” a station spokes- 
man reports, “and television has 
played, and continues to play, an im- 
portant role in the life of this rural 
area.” 

Valley City, principal market in 
Barnes County, also has a television 
station, KXJB-TV, channel 4, 4000 W. 
Main. It is also owned by North 
Dakota Broadcasting Co. (see KBMB- 
TV Bismarck). It went on the air Aug. 
12, 1954, and telecasts with 100 kw 
power. Besides John W. Boler, presi- 
dent and general manager, W. L. 
Hurley is vice president in charge of 
national sales. The station is affiliated 
with CBS-TV and is represented by 
Weed Television. 

“The station serves not only Valley 
City, our city of license,” says Mr. 
Boler, “but, in addition, Jamestown, 
Devils Lake, Grand Forks and many 
other communities. Television will, as 
in the past, cause this market to grow. 





NORTH DAKOTA MARKET DATA BY COUNTIES 


—Effective Buying Income— 
Net 



















fo Dollars Per 
Counties lation ($000) Capita 
Adams 4.3 7,224 1,680 
Barnes 17.4 19,377 1,114 
Benson 8.5 8,679 1,021 
Billings 2.3 2,483 1,080 
Bottineau 10.4 12,631 1,215 
Bowman 3.9 5,642 1,447 
Burke 5.8 7,671 1,323 
Burleigh 33.2 46,824 1,410 
BD ecccececee 68.7 113,036 1,645 
Cavalier 9.7 11,257 1,161 
Dickey 8.8 9,310 1,058 
Divide 4.8 6,192 1,290 
Dunn 6.3 7,280 1,156 
Eddy 4.6 5,072 1,103 
Emmons 8.3 8,252 
Foster 5.2 5,265 1,013 
Golden 2.7 3,820 1,415 
Grand Forks 46.8 72,078 1,540 
Grant ........ 6.3 6,463 1,026 
Griggs .....- 4.6 5,536 1,203 
Hettinger .. 6.8 8,913 1,311 
Kidder ...... 6.1 6,164 1,010 
La Moure .. 8.0 6,817 852 
Logan 5.5 765 
MeHenry 10.9 12,329 1,137 
MeIntosh 6.7 5,834 871 
MeKenzie 5.9 1,366 
McLean 19.8 27,298 1,379 
Mercer ... 7.7 9,184 1,193 
Morton 21.5 25,867 1,203 
Mountrail .. 8.6 11,869 1,380 
Nelson ...... 6.6 8,072 1,223 
Oliver 2.5 3,198 1,279 
Pembina - 13.0 17,990 1,384 
Pierce ........ 7.6 7,814 1,028 
Ramsey 12.6 17,568 1,394 
Ransom . 74 8,211 1,110 
Renville - 5.3 6,789 1,281 
Richland 20.4 27,799 1,363 
Rolette 9.6 7,257 756 
Sargent 6.9 6,826 989 
Sheridan... 4.5 5,080 1,129 
. ee 2.7 2,190 8 
Slope ..... 2.3 3,013 1,310 
Stark 15.5 18,671 1,205 
Steele ........ 4.3 6,415 1,492 
Stutsman 27.2 32,084 1,180 
Towner 4.8 5,731 1,194 
Trail 10.4 14,037 1,350 
Walsh . 20.3 25,214 1,242 
Ward 42.2 67,269 1,594 
Wells . 9.6 10,757 1,121 
ee 30.5 43,928 1,440 


Total 
Retail Auto- 
Per Soles Food motive Drugs 
Family ($000) ($000) ($000) ($000) 
6,020 5,522 1,125 1,569 151 
4,037 19,894 3,979 3,573 392 
4,133 5,924 1,513 1 167 
4,966 78 a 45 —s 
4,511 11,862 2,201 1,660 317 
5,642 5,749 811 835 109 
4,512 5,255 962 794 181 
5,035 43,698 7,352 12,968 1,573 
5,827 108,684 16,456 25,506 2,789 
4,690 9,135 1,566 1,166 177 
3,724 7,964 1,475 1,219 278 
4,763 7,418 955 1,998 163 
4,550 2,974 698 164 61 
4,227 6,733 1,325 1,998 191 
4,126 6,306 1,493 774 73 
3,510 7,937 1,050 2,265 382 
4,775 3,384 788 6 78 
5,631 74,458 11,549 15,325 1,295 
4,039 3,781 714 786 120 
4,258 5,798 1,026 739 117 
4,952 6,037 1,051 1,424 101 
4,109 4,451 624 1,181 111 
3,246 9,013 1,684 2,294 195 
3,508 4,075 671 609 130 
4,426 9,399 2,191 1,605 251 
3,432 7,478 1,008 2,017 127 
4,478 5,784 1,000 1,032 306 
5,250 11,535 2,782 2,045 485 
4,592 7,273 1,167 1,989 162 
4,703 22,123 4,605 3,537 579 
4,748 11,882 1,887 1,820 432 
4,748 7,394 1,119 1,112 194 
6,396 705 150 _ _ 
5,291 12,839 2,435 2,745 275 
4,113 6,598 1,096 1,924 331 
5,490 23,544 4,426 4,527 602 
4,106 8,565 1,628 1,863 426 
4,849 5,734 813 783 192 
4,964 21,134 3,738 3,798 486 
3,299 9,021 1,748 2,212 259 
3,792 3,447 816 567 60 
4,618 3,583 514 590 204 
3,650 1,237 92 _— _ 
6,026 387 110 _— — 
4,668 20,143 2,855 4,668 615 
5,346 2,760 619 339 _ 
4,718 31,600 5,644 6,623 925 
4,776 6,296 1,027 1,577 137 
5,013 12,138 1,845 2,458 299 
5,481 21,697 3,646 4,465 413 
5,653 68,691 10,386 14,994 3,348 
4,137 10,748 2,200 2,368 270 
4,775 34,030 6,067 8,528 934 


The figures in the above table are reprinted with permission of Sales Management Magazine, the 
copyright owners, from the May 1958 Survey of Buying Pewer; further reproduction not licensed. 
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It will affect the trading habits of the 
people in the area served by the sta- 
tion. It will also have influence on 
community social and political life.” 

Williston, principal market in Wil- 
liams County and a center of the oil 
industry, has a television station, 
KUMV-TV, channel 8, a satellite of 
KFYR-TV Bismarck, also owned by 
Meyer Broadcasting. The station went 
on the air Feb. 10, 1958, and at the 
time of connection the private direct 
microwave from Bismarck was said 
to be the longest private tv microwave 
in the world with seven hops. In addi- 
tion to programs fed from Bismarck, 
the station carries local programs and 





commercials. it is represented na- 


tionally by Blair Television Associates. 


A station executive states that it 


carried paid advertisements from as 
far away as Glasgow, Mont., 150 miles 
west, and Glendive, Mont., 100 miles 
to the southwest. 


“The area is served over-all only 


by broadcast media,” points out Mr. 
Ekberg, president of the Meyer sta- 
tions. “These Dakota-Montana coun- 
ties are the heartland of the fabulous 
Williston Oil Basin, one of the biggest 
and most rapidly developing field 
areas in the country. There is no 
doubt that television will continue to 
be the dominant entertainment and 





SOUTH DAKOTA MARKET DATA BY COUNTIES 


—Effective Buying Income— 
Net 













Popu- Dollars Per 

Counties lation ($000) Capita 
a 4.4 4,410 1,002 
Beadle 22.1 30,666 1,388 
Bennett - 3.6 4,676 1,299 
Bon Homme 7.8 9,699 1,243 
Brookings 19.4 26,092 1,345 
Brown ...... 35.1 50,754 1,446 
Brule .... 5.9 6,547 1,110 
Buffalo 1.6 1,584 
 =_—= 75 8,783 1,171 
Campbell 3.1 2,690 868 
Charles Mix 16.1 20,537 1,276 
Glark ........ 8.1 9,312 1,150 
| SEE 10.4 34,185 1,364 
Cedington 20.4 28,426 1,393 
Corsen ...... 60 6,266 1,044 
Custer 5.6 5,543 990 
Davison 18.3 28,337 1,548 
ED aceseen 11.4 12,586 1,104 
Deuel ..... 6.1 7,009 1,149 
Dewey 4.8 4,440 925 
Douglas 4.7 5,660 1,204 
Edmunds .. 7.1 6,344 894 
Fall River .. 12.0 14,457 1,205 
Faulk 4.6 5,559 1,208 
Grant 95 11,619 1,223 
Gregory 75 7,787 1,038 
Haakon 2.6 4,623 1,778 
Hamlin ... 63 7,053 1,120 
Hand 6.3 8,121 1,289 
Hanson 49 5,413 1,105 
Harding 1.7 2,697 1,586 
Hughes ..... 12.2 20,345 1,668 
Hutchinson 10.5 10,649 1,014 
OT 2.6 3,585 1,379 
Jackson 1.8 2,160 1,200 
Jerauld 3.7 4,037 1,091 
Jones ..... 2.3 2,610 1,135 
Kingsbury 9.2 11,057 1,202 

a 10.1 13,168 1,304 
Lawrence 17.2 23,567 1,370 
Lincoln 12.1 14,214 1,175 
Lyman ... 4.4 6,876 1,563 
McCook .... 8.0 8,966 1,121 
MePherson 6.1 5,582 915 
Marshall 70 8,350 1,193 
OS SS 12.3 16,715 1,359 
I tat aie 2.8 3,227 1,153 
MED. secenciscinastne’ 5.6 6,050 1,080 
Minnehaha 86.0 139,742 1,625 
Moody ...... 90 10,332 1,148 
Fennington 60.0 87,071 1,451 
Perkins 6.6 8,657 1,312 
Potter 4.5 6,156 1,368 
Roberts 13.5 14,024 1,039 
Sanborn . 44 4,838 1,100 
Shannon 5.5 3,344 608 
|) _ ses 12.1 14,307 1,182 
Stanley aie 12 1,647 1,373 
i RE 2.8 5,319 1,900 
Tedd 3.8 2,709 713 
Tripp 8.3 9,658 1,164 
Turner 10.6 11,622 ,096 
Union 10.0 11,323 1,132 
Walworth .. 70 9,510 1,359 
Washabaugh 8 769 961 
Yankton .... 18.5 21,413 1,157 
OE eee 2.7 2,866 1,061 


The figures in the above table are reprinted with permission of Sales M 


Per 
Family 


3,675 
4,510 
5,845 
4,217 
4,744 
4,782 
3,851 
3,960 
3,819 
3,363 
4,465 
3,880 
4,576 
4,585 
4,476 


4,529 
7,690 
4,461 
4,777 


Retail 
Sales 
($000) 





Auto- 

Food motive Drugs 
($000) ($000) ($000) 
454 62 92 
5,560 5,185 558 
651 255 39 
1,573 910 203 
4,162 1,699 658 
9,491 10,072 1,361 
1,466 2,717 310 
123 64 ee 
2,638 3,394 165 
392 98 50 
2,175 838 158 
1,191 988 181 
1,993 1,515 301 
5,441 9,896 793 
661 428 73 
1,369 891 125 
4,418 7,329 756 
1,713 1,804 322 
1,015 702 o4 
520 320 123 
567 616 129 
672 941 57 
2,223 2,785 554 
764 652 207 
1,434 1,849 304 
1,239 781 140 
700 1,565 33 
1,119 533 127 
833 806 104 
316 _ o7 
171 467 48 
3,694 4,484 666 
1,198 1,090 167 
747 537 43 
561 310 80 
747 269 91 
316 338 44 
2,137 2,225 187 
2,710 2,927 283 
5,264 3,888 803 
838 1,822 289 
587 333 89 
1,097 1,650 123 
971 1,368 237 
496 2,284 167 
3,038 1,357 293 
260 291 27 
892 520 168 
20,686 28,258 4,033 
1,316 1,037 100 
14,649 25,127 2,868 
1,219 1,284 157 
1,117 1,347 108 
1,423 1,878 303 
698 735 79 
269 173 31 
2,503 1,830 292 
374 764 287 
350 746 73 
330 as —_ 
1,958 4,067 249 
1,525 1,680 284 
924 1,686 325 
2,227 2,325 294 
128 _ —_ 
3,598 3,277 574 
315 79 78 
rs tM . the 


copyright owners, from the May 1958 Survey of Buying Power; further reproduction not licensed. 
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advertising medium in the area.” 

Aberdeen, S. D., is the principal 
city in Brown County, which has a 
population of 35,000 and an effective 
buying income of more than $50 mil- 
lion. 

KXAB-TV, 9, Aberdeen’s 
television station, is also owned by 
North Dakota Broadcasting Co. (see 
KBMB-TV Bismarck). The station has 
been on the air only a comparatively 
short time. Neal Edwards is resident 
manager. It is represented nationally 
by Weed Television. 

Rapid City’s metropolitan area has 
a population of 60,000, with an effec- 
tive buying income of $87 million. 


channel 


The second city in the state, it is an 


important trading and marketing 


center. 


Rapid City Outlets 


Television stations in Rapid City 
are KOTA-TV, channel 3, and KRSD-TY, 
channel 7. 

KOTA-TV, Duhamel Building, is 
owned by Duhamel Enterprises. Helen 
S. Duhamel is president and con- 
trolling stockholder, as well as general 
manager. William F. Turner is busi- 
ness and commercial manager. The 
station went on the air in July 1955 
and now operates with 75 kw power. 
It is affiliated with CBS-TV and 
ABC-TV and is represented nationally 
by Headley-Reed. 

In February 1958 KpuH-TV Hay 
Springs, Neb., signed on as a satel- 
lite of KOTA-Tv. The satellite operates 
on channel 4. 

Speaking of the area, Norman 
Heffron, vice president of Duhamel 
Enterprises, says: “The business re- 
cession of 1957-1958 had little or no 
effect on the economy of this area; 
bank debits continued their regular 
climb upward, department-store and 
other retail sales increased, and em- 
ployment was stable, compared with 
previous years. The market is grow- 
ing wealthier each year, adding more 
industries, wholesale distributors and 
people. In this expanding economy tv 
has demonstrated an amazing ability 
to make immediate and long-lasting 
sales impressions on the people of our 
region and thus moves larger and 
larger amounts of merchandise of all 
kinds out of the warehouses and stores 











“ipal 
as a 
tive 


en’s 


| by 


has 
vely 
dent 
ally 


has 
ffec- 
lion. 
$ an 
ting 


mel 


r no 
rea; 
ular 


and 


with 
row- 
nore 
and 
y tv 
ility 
ting 
our 
and 
f all 


ores 





Agencies 


NORTH DAKOTA 
Bismarck 

Dybdal & Associates 
Lloyds of Bismarck 


Fargo 
Harold Flint and Associates, 69 
Broadway 


Hudson Adv., 26 Roberts St. 
Grand Forks 
Gene LaVoy Adv. 


Simmons Adv. 


SOUTH DAKOTA 

Rapid City 

Douglas Adv., 60342 Main St. 

Sioux Falls 

Maurice Paulsen Adv., 213 Boyce 
Greeley Bldg. 





into western South Dakota homes. Tv 
has become a major factor in the 
business life of this area. As such, it 
will participate to the fullest in aiding 
the economic growth of the western 
South Dakota area.” 

KRSD-TV, 1438 Mountain View Rd.. 
is owned equally by Eli, Harry and 
John Danicls. Eli Daniels is general 
and sales manager of the station. 
KRSD-TV went on the air Jan. 16, 
1958, and is represented nationally by 
Meeker. It carries NBC-TV programs. 
Authorized power is 25.7 kw. 

Sioux Falls, largest city in the state, 
has 86,000 people in its metropolitan 
area. Effective buying income is esti- 
mated at $140 million. The city is a 
retail trading center for an estimated 
quarter-million people and a whole- 
sale center for several states. The 
stockyards is the 11th largest in the 
and several 
plants are located here. 


nation, meat-packing 

KELO-TV, channel 11, television sta- 
tion for the city, has two booster sta- 
tions KPLO-TV Reliance, channel 6, 
and KDLO-Tv Florence, channel 3. The 
three stations are sold in combination. 

KELO-TV went on the air May 19, 
1953. It and its booster stations are 
owned by Midcontinent Broadcast- 
ing, of which Joseph L. Floyd is presi- 
dent (33 1/3%), N. L. Bentson vice 
president (33 1/3%), and Edmund 
R. Ruben secretary-treasurer 
(33 1/3%). Evans A. Nord is gen- 


eral manager and commercial man- 
ager, and Tom Sheeley station man- 
ager. The stations present programs 
from all three networks. They are 
represented by H-R Television na- 
tionally and Wayne Evans & Asso- 
ciates regionally. 

General manager Nord explains: 
“KEL-O-land is a major market in 
every sense of the word. In area, it 
comprises 73,496 square miles. More 
than 1,200,000 people live 


among them some of the most pros- 


here, 


perous and progressive farmers and 
ranchers in the nation, as well as resi- 
dents of the cities which serve them, 
including Sioux Falls, Aberdeen, 
Huron, Mitchell, Brookings, Water- 
town in South Dakota, Pipestone, 
Worthington, Luverne, Montevideo, 
and Marshall in Minnesota; Spencer 
and Rock Rapids, Iowa, and Valentine, 
Ainsworth and Basset in Nebraska. 
Although the area is served by a large 
number of weekly and daily news- 
papers, and many radio stations it 
was not until KEL-O-land tv, compris- 
ing KELO in Sioux Falls and boosters 
KDLO-TV and KPLO-TV came into its 
full growth that it was possible to con- 
sider this vast area as a single market. 
What was previously 11 separate daily 
newspaper markets is now one eco- 
nomical tv buy. 

“The impact on local advertisers 
and communities has been most bene- 
ficial too. The Sioux Falls Public 
Stockyards has just completed the 
most successful year in its history with 
more shippers, more money paid out 
for livestock and shipments from a 
larger area than ever before. This is 
due largely to the daily market in- 
formation programs on KELO-TV, 
which are directly credited by stock- 
yards’ officials with the lion’s share of 
responsibility for the growth.” 
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CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 


ADVERTISING S BIGGEST PULL IS THE KEL-O-LAND HOOKUP! 
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One single-station rate card (KELO-TV, Sioux Falls) buys you 73,496 square miles of tv viewers in South Dakota, lowa, 
Minnesota, Nebraska, North Dakota. Joe Floyd's powerful hockup blankets 103 counties,* 221,810 tv homes.* (*NCS No. 3) 
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NORTH DAKOTA BROADCASTING COMPANY 








































































































IN NORTH DAKOTA 
51 out of 52 counties show 73% or more of the TV homes viewing 


Market Maker Stations weekly. 


44 out of 52 counties show 85% or more of the TV homes viewing 
Market Maker Stations weekly. 


IN MINNESOTA 


19 counties show 73% or more of the TV homes viewing Market 


Maker Stations weekly. 


LO counties show 93% or more of the TV homes viewing Market 


Maker Stations weekly. 





ONE CALL --- ONE CONTACT --- ONE CONTRAC! 
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The Nielsen survey shows that KXJB-TV, 


Channel 4, has the largest television audi- 


ence daytime — night time — daily — 


weekly — monthly — of any station in 


North and South Dakota. 


KXJB-TV ranks high on the list of stations giving dom 
nant TV coverage, at a night time cost efficiency mu 


lower than the average — only $1.40 per thousand hom 


per commercial minute. 


NORTH DAKOTA BROADCASTING CO., INC 


Fargo, North Dakota 


John W. Boler, President 


National Representative, Weed Television 


In Minneapolis, Bill Hurley 
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Smokes (Continued from page 35) 


sultry Julie London voice on the 
standard theme: “Where there’s a 
man, there’s a Marlboro.” The copy 
explores the “better makin’s” idea, 
getting across a picture of rugged, 
roll-your-own individualism. Leo Bur- 
nett Co., Inc., produces the Marlboro 
commercials for the Philip Morris Co. 

The “artistic” creativity employed 
for the Salem mentholated brand 
noted earlier seems naturally to fit 
the menthol-flavored Newport and 
Oasis brands as well. 

Newport, a P. Lorillard Co. brand 
berthed at Lennen & Newell, Inc., had 
a highly successful year in 1958, when 
its sales volume rose some 188 per 
cent, its share of the total cigarette 
market tripled and its share of the 
menthol-filter market doubled. Its tv 
commercials during this time were 
largely directed toward teen-agers and 
youthful smokers. Spots featured the 
well-known drugstore and beach 
scenes with copy woven entirely into 
a musical jingle. 

Current Newport advertising, as ex- 
emplified in two announcements on 
NBC-TV’s Arthur 


shows a more adult approach. The 


Murray Party, 


program opening is built around a 
wind-and-wave seascape, with the or- 
chestra and chorus singing “Newport 
filter cigarettes” in a crescendo. 

A later commercial begins with a 
harpist’s hands playing the Newport 
theme while an announcer intones, 
“What a beautiful way to say New- 
port... the only cigarette that com- 
bines the coolness of menthol with a 
refreshing taste of mint. Newport re- 
freshes while you smoke.” 


In the Oasis commercials produced 
by McCann-Erickson for Liggett & 
Myers, a fully orchestrated musical 
theme is used, along with film shots of 
beaches, woodland glades, attractive 
young people, and lyricizing about the 
cigarette’s ability to “take you away 
from the everyday to a new experience 
in filter smoking.” 

Industry figures reveal Oasis sales 
volume increased 55.5 per cent in 
1958 over 1957, and that the brand 
registered slight increases both in its 
share of the over-all market and the 
menthol-filter market. 


“There are very few new ideas in 
cigarette advertising,” TV AGE was 
told by an executive at McCann- 
Erickson on the Liggett & Myers ae- 
count. “We believe we were the first 
to use our present themes, and we 
regard other brands as the followers. 
But we've found that originality by 
itself means little without the right 
exposure. Any time you get a new 
idea, it must be seen by enough po- 
tential consumers if it’s going to sell 
the product.” 


Kool Spots 

The films produced by Ted Bates & 
Co. for Brown & Williamson’s Kool 
cigarettes are brief enough to insure 
wide exposure during prime network 
time, and combine the “outdoor” ap- 
proach used by the other menthol- 
filter brands with the animated pen- 
guin that’s become a product trade- 
mark. Until last summer, Kool used 
ID’s exclusively, showing its penguin 
in a “hot” situation and advising the 
viewer to “switch from hots to Kool.” 

While the basic approach in cur- 
rent films remains the same, a singer’s 
voice has been added 
“Kool, snow-fresh filter, Kool tastes 


to chorus, 


so clean, so refreshing,” as the camera 
reveals an icy stream rippling between 
snow-covered banks. 

The results of the added seconds of 
selling message would appear encour- 
aging from the sales record for 1958: 
filter Kool volume increased 24.2, and 
the brand showed slight increases in 
its share of the entire market and the 
menthol-filter market. Regular Kool, 
however, was caught in the switch to 
filters and dropped 20 per cent in 
sales volume while suffering slight 
losses in its market shares as well. 

In current tv cigarette advertising, 
two brands are using a “gimmick” 
approach with a high degree of effec- 
tiveness—at least as far as publicity is 
concerned. Both Viceroy with its 
“thinking man’s filter” and L&M with 
its “they said it couldn’t be done” 
campaigns have attracted consider- 
able “free time” via gag mentions, 
cartoons, etc. 

“When L&M was harmed by the 
Reader’s Digest article,” noted a 
spokesman at Dancer-Fitzgerald- 
Sample, “we had a campaign under 





way that was based on a ‘live modern’ 
theme. That phrase, too, had been 
picked up by comedians and others as 
a catchword. L&M had climbed to first 
place in the country’s four largest 
cities, but the article brought things 
to a halt. When the cigarette was 
readied for a new promotion, we 
wanted to come up with a campaign 
equally as ‘noisy’ to get immediate 
attention. | wouldn’t say we make a 
deliberate attempt to devise a theme 
that will merely be picked up—as 
‘they said it couldn’t be done’ has 
been—but if the copy approach is 
honest and fits the product, it doesn’t 
hurt to get extra exposure.” 

During 1958, before the new cam- 
paign was introduced, L&M dropped 
in sales volume 0.8 per cent. It suf- 
fered slight decreases in both its share 
of the total cigarette market and the 
filter market. 

L&M began its new drive with a 
series of commercials featuring steam- 
boats, rockets, airplanes and other in- 
ventions which people once said 
“couldn’t be done.” After the films 
had been satirized on countless pro- 
grams (and possibly to soothe ear- 
drums shattered by the echo-chamber 
repetitions), an animated cartoon ac- 
companied by a singing jingle was 
introduced. 

Viceroy, a Brown & Williamson 
brand and one of the oldest filters on 
the market, suffered a noticeable de- 
cline in sales during 1958, as com- 
pared to 1957, and dropped in its 
share of the total market from 5.9 to 
4.8 per cent. In the filter market, its 
share fell from 14.8 to 10.5 per cent. 

To boost the sliding sales, Ted 
Bates & Co., Inc., devised the im- 
mensely popular “thinking man’s fil- 
ter” commercials which rapidly re- 
placed L&M’s as fodder for satire and 
laugh lines. Notable for their soft-sell 
approach, most of the live-action films 
are three-quarters over before the 
product name is mentioned. Viceroys 
are not even sold, as such, with the 
announcer noting only that “the man 
who thinks for himself usually smokes 
Viceroy. Viceroy has a thinking man’s 
filter... 

In addition to the three advertising 
approaches outlined in the above- 


a smoking man’s taste.” 


mentioned campaigns, several brands 
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are currently using a “person-to- 
person” idea emphasizing plain, hon- 
est talk. 

Lennen & Newell, Inc., prepares 
such commercials for P. Lorillard’s 
Kent, the recently introduced Old 
Gold Spin Filter and Old Gold 
Straight brands. 

Typical announcements generally 
open with the video spokesman seated 
at a desk, standing before a bookcase, 
or in a similar “homey” situation. The 
commercials are delivered in a 
straightforward manner, primarily 
live, with a minimum of film clips and 
titles. 


The Facts 


The factual approach evidently 
served Kent well in 1958. Its sales 
volume was up 138.4 per cent over 
the previous year. It nearly doubled 
its share of the filter market, and more 
than doubled its share of the total 
cigarette market. 

A 22.9-per-cent decline in sales of 
non-filter Old Gold cigarettes was 
noted last year, with accompanying 
declines in market shares. The prod- 
uct has been revised, re-named Old 
Gold Straights, and is now being sold 
via straight-from-the-shoulder copy 
that announces a specific reduction 
of 25 per cent in tars and nicotine 
content, and the “straight smoking 
pleasure of a full 20 cigarettes with 
as little tars and nicotine as in only 
15 cigarettes before this dramatic 
change.” 

Sales of Old Gold filters were also 
off from the previous year in 1958, 
down 15.4 per cent, with noticeable 
decreases also in its market shares. As 
with the other Lorillard brands, an 
announcer currently delivers the new 
copy in live fashion. 

A combination of the “honest” and 
the “clever” or slogan approaches is 
used at present for Pall Mall ciga- 
rettes. The brand was the second 
largest-selling cigarette last year, in- 
creasing its sales volume 6.4 per cent 
and slightly building its shares of the 
total and king-size markets. 

Pall Mall commercials, devised by 
Sullivan, Stauffer, Colwell & Bayles, 
Inc., are built around the theme of 
“satisfying flavor, so friendly to your 
taste.” The brand largely stays away 
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from “health” appeals and primarily 
sells flavor which is not “flat and fil- 
tered-out.” For a final fillip, the an- 
nouncer reminds viewers that “with 
Pall Mall, you can light either end” — 
a product claim no other brand 
makes. Visually, commercials are 
largely live action with only slight 
touches of animation. 

Another American Tobacco Co. 
brand which combines several ap- 
proaches—as well as advertising ap- 
peals—in its commercials is Hit Pa- 
rade. In 1958 the brand suffered a 
20-per-cent sales decrease over 1957. 
In the same year its shares of both 
the total cigarette market and the filter 
market declined substantially. 

Recent commercials show Hit Pa- 
rade is using a “pleasure up” theme. 
Of the major video users, Hit Parade 
is apparently the only brand now 
counting its “filter traps,” with 400,000 
cited statistically. 

From the visual viewpoint, Hit Pa- 
rade commercials also offer a com- 
bination of techniques. A sample film 
opens with quick shots of a cigarette 
pack in various settings—on a desk, 
coffee table and kitchen table. Then, 
a smoking couple is introduced in a 
living room. A lengthy animation se- 
quence follows in which “America’s 
best filter” and “world’s finest tobac- 
co” are spelled out on the screen. A 
filter is next cut away to show its 
efficiency, with the Hit Parade letter- 
ing introduced at the end of the se- 
quence. The couple reappear, smoking 
peacefully, before they are over- 
printed with a cigarette pack and the 
product slogans. BBDO produces. 

Only two cigarettes are currently 
endowed with visible product dif- 
ferences that enable them to peg ad- 
vertising on realistic, different themes. 
One of these brands is Parliament, 
which features a recessed filter. 

“The Philip Morris company had 
the recessed filter since the 1930s on 
its Benson & Hedges brand,” noted 
a Parliament account man at Benton & 
Bowles, “but the special features and 
advantages were never illustrated for 
a medium such as tv. We felt we had 
a completely new product when the 
filter was added to Parliament, and 
we're not positive we've yet hit on the 
best way to dramatize it. We have 





Donald J. Quinn, formerly executive 
vice president of McCavren-Quinn, 
station representatives, has been 
named general sales manager of 
WNTA-TV New York, it was announced 
by Malcolm Klein, station general 
manager. Before the founding of Me- 
Gavren-Quinn in 1956, Mr. Quinn 
was assistant general sales manager 
of KaBCc-TvV Los Angeles. 





some new ideas that should make the 
commercials even more effective. 

“With such a unique product, we 
believe originality is very important 
in the presentation. The viewer must 
be convinced that here is something 
really different and better. For this, 
we showed how a Parliament left no 
mark while an ordinary cigarette left 
a residue on a paper or plate of glass. 
Now, we have a piston effect illus- 
trating how the top of the filter is 
down inside the cigarette.” 

The latest Parliament commercials 
are built around a musical jingle ex- 
claiming, “It’s the most important 
quarter-inch in smoking today .. . 
trapped nicotine and tars all stay a 
quarter-inch away . . . when the filter’s 
recessed.” 

The “news” value of the recessed 
filter is brought out by having the 
commercials open with live-action 
shots of men reading Parliament 
headlines in the daily papers. Anima- 
tion sequences are introduced to il- 
lustrate the lowered filter and the fact 
that it has a United States Testing Co. 
seal. Except for a word about the 
seal’s confirmation of “high filtration 

. no filter feedback” and “popular 
price . . . pack or box,” read by an 
announcer, all copy is sung. 

For the past year, Parliament sales 
shot up 235 per cent, and the brand 




















tripled its shares of both the total 
cigarette market and the filter market. 

American Tobacco introduced a 
second brand with a visible feature 
when it brought out its dual-filter 
Tareyton. While the two sections of 
the filter cannot actually be viewed 
without opening the cigarette paper, 
a printed ring around the filter gives 
it a “different” appearance. 

Tareyton increased its filter sales 
45.2 per cent over 1957, and boosted 
its shares of the total market and filter 
market as well. 

Initially, the dual-filter was adver- 
tised on tv with a man-to-man ap- 
proach in which a single announcer 
extolled the merits of the product. 
“Tareyton’s unique dual filter . 
filters as no single filter can,” he 
noted. At the close of the announce- 
ment, he pointed out the “distinctive 
white ring,” noting that, “the Tarey- 
ton ring marks the real thing . . . in 
in fine tobacco taste.” 
In recent months the brand has 


mildness .. . 


added a series of animated and musi- 
cal films to its schedules, with a 
chorus advising viewers to “look for 
the ring ... ring... ring... ring 
... ring around new dual-filter Tarey- 
ton.” Playing up “the Tareyton ring 
marks the real thing,” the idea evi- 
dently is to build immediate viewer 
recognition of the new product. 
Lawrence C. Gumbinner Advertising, 
Inc., produces the Tareyton commer- 
cials, 


Unique Three 


Finally, three brands remain that 
possess advertising approaches 
uniquely their own—at least at pres- 
ent. 

Philip Morris cigarettes is current- 
ly using a nostalgic theme. An an- 
nouncer places a needle on a phono- 
graph record. “Remember this?” he 
asks, as the voice of Johnny echoes, 
“Call for Philip Morris!” The an- 
nouncer lifts the needle to say: “Did 
you know that over 50 per cent of 
smokers . . . prefer cigarettes without 
a filter? If you like mildness, but 
don’t like filters . . . call for Philip 


Morris.” 

In 1958, Philip Morris sales volume 
fell 22 per cent, with its shares of the 
total and regular cigarette markets 





also declining. Officials at Leo Burnett 
Co., Inc., have declared that a strong 
identification continues to exist for 
Philip Morris and its diminutive 
bellboy, although he hasn’t been used 
in national advertising for some 
years. Re-introducing him, it is hoped, 
will result in climbing sales. 

The U. S. Tobacco Co.’s King Sano 
brand is using a novel switch on the 
“emulation” approach discussed earli- 
er. Rather than appeal to the vigor- 
ous, outdoor type featured in the com- 









mercials of competitive brands, King 
Sano aims its present copy at the 
diplomatic, educated, soft-spoken per- 
son. 

Sales figures show the brand had a 
43-per-cent sales increase last year, 
while holding relatively steady in its 
shares of the total and filter markets. 

Commercials prepared by C. J. La- 
Roche, Inc., utilize the services of 
John S. Young, introduced as “former 
diplomat, raconteur,” etc. Mr. Young, 
attache case in hand, notes that “here 
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WJAC-TV holds a long, long lead over WFBG-TV, in station share of aud- 


ience, sign on to sign off, all week long. 


WJAC-TV--71.9 
WFBG-TV--28.1 


TOP 30 SHOWS ON WJAC-TV 


Proof from ARB, November, 1958, that WJAC-TV 
is far ahead of the competition in its area. 
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on Wall Street, many important peo- 
ple smoke King Sano cigarettes.” 

An announcer takes over to explain 
that tar and nicotine are reduced in 
the cigarette’s tobacco before the filter 
is added, resulting in a smoke with 
“50 per cent less tar and nicotine than 
in any other cigarette you can buy.” 
He concludes, “Smoke the soft smoke 
. .. Smoke King Sano.” 

Lastly, the advertising theme of 
Raleigh cigarettes, handled by Keyes, 
Madden & Jones, Inc., for Brown & 
Williamson, remains unique in that it 
offers smokers not merely a cigarette 
but also free premiums in exchange 
for saving coupons on each pack. 

Until recently, the brand stressed a 
live-action, conversational approach 
with the emphasis on the premiums. 
Current films, however, have inter- 
woven a jingle advising viewers to 
“go steady with Raleighs . . 
filter or plain,” an announcement that 


. choose 


“Raleighs gives you valuable premi- 
ums” and the fact that the filter ciga- 
rette is “packed with the filter down” 
so it reaches your lips untouched by 
human hands. 

For 1958 Raleigh enjoyed a 14.3- 
per-cent sales increase. It also 
strengthened its hold on its shares of 
the total market and the king-size 
market. 


The importance of copy themes and 
commercial approach obviously can 
not be gauged from sales results alone. 
Instance after instance can be pointed 
out where two cigarette brands used 
virtually the same phrases, the same 
kind of photography and the same 
kind of music in commercials—and 
where one brand noted a sales in- 
crease while the other showed a de- 
crease. A number of other factors 
enter into each situation: proper and 
continued exposure of the commer- 
cials; the added impetus afforded by 
ads in print, radio and other media; 
packaging; tradition, and many more. 


Once an approach is decided on, it 
can be copy-tested for effectiveness on 
a limited scale. Good results here do 
not automatically indicate the ap- 
proach will be effective on a national 
basis, or at least more effective than 
the competitor’s approach. Time and 
again, the question of originality vs. 
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Sponsor? (Continued from page 36) 


who sponsored the program. That 
translates into roughly four million 
homes. On the other hand, the eighth- 
place Nielsen show, Ed Sullivan, 
reaching a total of 14 million homes, 
had a sponsor rating of 26. So, about 
75 per cent of the total audience— 
some 10.5 million homes—knew Sul- 
livan’s sponsor.” 

In a list of the first 20 programs 
with the highest sponsor identification 
percentages, NC&K places Dinah 
Shore’s and Lawrence Welk’s pro- 
grams first with 87.3. The list then 
moves downward through such names 
as Ed Sullivan, Erie Ford, Lassie, 
Studio One (now off the air), etc., 
ending with The Price Is Right in 20th 
position with a 73.6 percentage figure. 

“You will note,” emphasized Mr. 
Norman, “that there is not one pro- 
gram in the first 15 that is a western 
or a crime or mystery show. Virtually 
every one is characterized by warmth 
and friendliness. And 18 of the 20 are 
live, not filmed.” 

By way of contrast, the agency’s 
list of the lowest 20 programs in terms 
of sponsor identification includes 
nothing but film programs. Excepting 
The Donna Reed Show, Ed Wynn 
Show (now off), The Millionaire and 
Leave It To Beaver, the list is com- 
posed of westerns, mysteries and 
shows of violence. 

Of all western programming cur- 
rently on the air, only two shows 
managed to infiltrate the NC&K top 
50 programs ranked in descending 
order of sponsor identification. Mav- 





copy-catting must be pondered and 
resolved. 

From the 20-odd commercial ap- 
proaches currently on the air, it is 
evident each brand believes it has 
arrived at the correct answer. Even in 
the instances of similar themes, a 
certain amount of originality appears 
—if only in the idea of following 
someone when everyone else is strik- 
ing out on his own. 

One thing alone appears certain in 
cigarette advertising: there is no for- 
mula by which success is guaranteed. 





Walter J. Brown, president of wspPa- 
TV-AM-FM Spartanburg, S.C., has been 
elected president of the Spartan- 
burg Chamber of Commerce. A fea- 
ture of the dinner at which Mr. 
Brown’s election was announced was 
the discussion of the proposed $6- 
million Greenville-Spartanburg jet air- 
port, plans for which Mr. Brown, as 
chairman of the Chamber’s aviation 
committee, had initiated. Mr. Brown 
was formerly a Washington news- 
paper correspondent. 





erick, the highest-rated western, made 
16th place. “Our explanation for this 
show’s position is entirely in keeping 
with the rest of the study,” said Mr. 
Norman. “Maverick is well-known as 
a ‘different’ western. It does not de- 
pend on violence, and features both 
humor and warm characters.” (Willys 
Motors, Inc., a Norman, Craig & Kum- 
mel client, is a Maverick sponsor.) 

In pointing out a number of con- 
crete examples of higher sponsor 
ratings garnered for a single adver- 
tiser on “warm, friendly, non-violent 
and live” shows as opposed to “vio- 
lent, filmed” programs (see fig. 1), 
Mr. Norman discussed the variables 
that entered into the study. 

“For instance,” he said, “Procter & 
Gamble often rotates several products 
on a single show. We found this made 
little difference on the high-rated 
programs. Viewers always knew the 
product being advertised on the night 


of the call. 


“The length of time the program 
has been on the air, the use of the 
sponsor’s name in the title, the time 
period the show is in, whether or not 
a ‘personality’ delivers the commercial 
—these and similar factors are na- 
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turally important in impressing spon- 
sor awareness on the viewers, but, 
even the total combination of them 
does not compare to the strength of 
the program itself. 

“Take the case of Lever Bros. on 
Have Gun, Will Travel and on The 
Price 1s Right,” he said. “The com- 
pany has sponsored the western con- 
tinually for two years. It just bought 
a shared sponsorship on the panel 
show a few months ago. You would 
think the audience would know the 
sponsor’s identity far more easily on 
the western — after two years’ ac- 
quaintance—than on the quiz, but it 
just isn’t so.” 

In conclusion, Mr. Norman stated 
his agency is not advocating a high 
sponsor identification above all else 
in network program buys. “There’s 
no point in 100-per-cent identification 
among half-a-dozen viewers,” he said. 
“But we definitely do not recommend 
merely aiming for the greatest pro- 
gram audience. Both high audience 
figures and high identification figures 
are desirable; we feel it’s ‘safer’ for 
our clients to look primarily for the 
latter.” 

In presenting the identification 
data to more than 50 major agencies 
and advertisers, Mr. Norman noted, 
“not one isolated refutation of any 
point has been uncovered.” 





Summer (Continued from page 27) 


another live program, will run 
throughout the summer from 8:30-9 
p.m. on Thursdays. 

On Saturday evening NBC-TV will 
introduce a new live variety program 
which will replace The Perry Como 
Show from 8-9 p.m. At press time, the 
program had not been given a title. 
On Sunday evening Dinah Shore will 
take a vacation, but Chevrolet will 
continue with the program (9-10 
pm.) under a slightly elongated title 
—The Summer Chevy Show. The 
Steve Allen Show, 7:30-8:30 p.m. on 
Sunday, will go off for the summer 
and will be replaced by filmed repeats 
of Suspicion, which will go in under 
the title of Peril. Loretta Young Pre- 
sents, telecast on Sundays 10-10:30 
p-m., will go off for the summer, but 
no replacement has been announced. 


Although ABC-TV has made some 
changes in its warm weather schedule, 
few new programs appear ready for 
presentation. Some of the changes are 
still tentative at this point. It appears 
that Tales of The Texas Rangers, pro- 
grammed on Monday evenings, 7:30- 
8 p.m., is out for the summer, and 
Polka-Go-Round, which follows it 8- 
8:36 p.m., will be extended to an hour 
to fill the earlier gap. Midwest Hay- 
ride, another live program, will return 
to the air to replace Voice of Fire- 
stone, 9-9:30 p.m. on Monday. 

An original program, ABC Sum- 
mer Pops, is tentatively scheduled to 
replace The Plymouth Show With 
Lawrence Welk on Wednesdays, 7 :30- 
8:30 p.m. On Thursdays repeats of 
Leave It To Beaver will fill in for The 
Pat Boone Show 9-9:30 p.m., while 
the former’s time slot on that same 
evening (7:30-8 p.m.), will get a re- 
placement. 


More Changes Possible 


There may be a few additional 
changes in network schedules (CBS- 
TV must find replacements for the 
Danny Thomas, Ann Sothern and Red 
Skelton shows) but the above is a sub- 
stantial indication of what is ahead 
for summer viewers. Bulk of the pro- 
gramming will be filmed repeats. The 
season appears largely a preamble to 
fall, which is already almost a sellout, 
with many new shows listed. 

In addition to this, viewers will be 
able to see repeats of live shows, a 
phenomenon made possible by video 
tape. CBS-TV has put together an 
hour long show called Reckoning, 
which consists of tapes of programs 
from Pursuit, Climax and Studio One. 
The program will replace The Perry 
Mason Show on Saturdays, 7:30-8:30 
p-m. CBS-TV will also offer through 
the summer tape repeats of Playhouse 
90, presented on Thursdays, 9:30-11 
p.m. Tape repeats of Armstrong Circle 
Theatre and U. S. Steel Hour, which 
alternate on Wednesdays, 10-11 p.m., 
will also be presented. 


NBC-TV will offer tape re-runs of 
two live programs: The Arthur Mur- 
ray Perty (Mondays, 10-10:30 p.m.) 
and Ellery Queen (Fridays, 8-9 p.m.). 
Many of ABC-TV’s standard live pro- 
grams, such as Jubilee U.S.A., Law- 





rence Welk’s Dodge Dancing Party 
and The Sammy Kaye Show (all 
Saturday-evening entries), will be 
continued live throughout the summer. 

It is interesting to note that the gap 
between homes using tv in the sum- 
mer and homes using tv in the winter 
appears to be closing. According to a 
Nielsen analysis of viewing activity, 
the years 1954 through 1958 wit- 
nessed a gradual increase in summer 
viewing as compared to winter. 

This can be documented in the fol- 
lowing manner: in 1954 homes using 
tv in the January-February period 
from 7-11 p.m. amounted to 60.7, 
while in the same year in July-August 
homes fell to 35.8 for those time peri- 
ods. In 1955 it was 62.0 January- 
February, as against 36.4 July-August. 
In 1956 it was 64.3 January-February, 
as compared to 39.4. In 1957 it was 
62.9, as against 38.1, and in 1958 it 
was 63.5, as compared to 40.3. 

Audience-composition figures, com- 
paring 1955 to 1958, as supplied by 
Nielsen, are equally interesting. In 
1955 viewers per home in winter 
amounted to 2.7 and fell to 2.6 in the 
summer of that year. In 1958 viewers 
per home in the winter amounted to 
2.4, a level maintained in summer. 

Breaking this audience down in 
terms of composition, summer-winter 
1955, as compared to summer-winter 
1958, indicates that male viewers tend 
to watch more in the summer than in 
previous summers. Or, there is less of 
a decrease in male viewing from the 
winter. Thus, in 1955 32 per cent of 
the audience was male in the winter, 
and this percentage fell to 28 per cent 
in the summer. In 1958 30 per cent 
of the winter audience was male, fall- 
ing off just two percentage points in 
the summer. 

The summer season can be said to 
be a better one than ever before in 
terms of audience for advertisers. In 
terms of program quality, re-runs will 
predominate as they always have, and 
a qualitative judgment on these shows 
is dependent upon what is re-run. As 
has been demonstrated, re-runs as 
such are no deterrent to viewing. With 
the incredible number of different 
programs which are exposed over a 
season, there should be room for 
many repeats. 
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News (Continued from page 21) 





This vintage Stutz brought Mr. and 
Mrs. Wilbur Neff, of Pittsburgh’s 
Smith Woodwell Co., with Paul 
Palangi (l.) KDKA-TV account execu- 
tive. 





During the show Jerome R. Reeves 
(c.) general manager of KDKA-TV, 
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METROPOLITAN ROCKFORD ARB — 
FEBRUARY 9- MARCH 8, 1959 
DEMONSTRATES AGAIN WREX-TV'S 
COMMANDING AUDIENCE LEADERSHIP 


23 OF TOP 25 PROGRAMS 
ALL ON 


WREX-TV 


STATION SHARE OF SETS IN USE 
REX-TV|STATION B 

SIGN ON TO NOON 62.2 40.3 

NOON TO 6:00 P.M. 62.0 37.0 

6:00 P.M. TO MIDNIGHT) 54.7 445 

SIGN ON TO SIGN OFF 59.9 39.6 
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checks over the Victor Herbert pro- 
gram with MCA vice presidents Lou 
Friedland (1.) and D’Arve Barton. 
Pittsburgh newspapers gave feature 
display to the entire promotion, one 
morning paper even replating its front 
page with old-style ads featuring the 
occasion, and delivering a special sec- 
tion to the subscribers in the area. 


All-Time CBS Peak 


In declaring that the Columbia 
Broadcasting System in 1958 had 
achieved the best business year of its 
3l-year history, and that the first 
quarter of 1959 was its best in terms 
of sales and earnings. Dr. Frank 
Stanton, president of the corporation, 
stated at the recent annual meeting of 
stockholders that there was a point 
in connection with these peaks which, 
he said, “seems to confuse many peo- 
ple.” 

Asserted Dr. Stanton: “Some of our 
friends occasionally point to .ne fact 
that other television networks have 
had larger percentage gains than we 
in recent months. There is a simple 
explanation: they have had a great 
deal more room for improvement than 
have we. When you are booked close 
to capacity, as the CBS television net- 
work often is, it is very difficult to 
show much of an increase. When you 
are not at full capacity, and demand 
for television time is running strong, 
you can show some nice percentage 
increases.” 

According to Television Bureau of 
Advertising LNA-BAR figures for 
network tv gross time billings for 
1957 and 1958, CBS-TV showed only 
a 3.6-per-cent increase last year, as 
against 24.0 per cent for ABC-TV and 
11.3 per cent for NBC-TV, the point 
referred to by Dr. Stanton. However, 
bearing out the CBS _president’s 
“simple explanation,” CBS-TV led its 
two competitors with $247,782,734 in 
58 billings, as compared to NBC- 
TV’s $215,790,729 and ABC-TV’s 
$103,016,938. 

Dr. Stanton’s annual report to the 
company’s shareholders stressed im- 
proved earnings for every CBS divi- 
sion and underscored the fact that 
CBS-TV, largest of the divisions in 
sales and earnings, showed higher 
earnings for the first three months of 





this year than during the same peri- 
od of 1958. In reaching its all-time 
high last year, CBS, Inc., reports net 
income of $24,428,812 on net sales 
of $411,800,203, as compared with the 
respective °57 figures of $22,193,367 
and $385,409,018. Last year’s earn- 
ings per share were $3.10, as against 
$2.81 for the previous year. 


100% Commercial 


In defending advertising on tele- 
vision—and in every other medium— 
from the increasing attacks of what 
he termed the “anti-advertising mind,” 
Richard A. Moore, president of KTTV 
Los Angeles, addressing the recent 
western meeting of the Association of 
National Advertisers in Santa Bar- 
bara, advanced what is perhaps the 
most unusual suggestion ever put 
forth by a top tv station executive. 

Asserting that he does not believe 
the public objects to advertising as 
such, Mr. Moore told the ANA mem.- 
bers: “I think it’s time we prove this 
point. Therefore, let me close with 
this positive suggestion on behalf of 
KTTV. We hereby offer to your asso- 
ciation free of charge a good half- 
hour of time for a program to consist 
of nothing but commercials—good 
eommercials—the best we can find 
from anywhere in the country. 

“We'll put that program on for 13 
weeks, and I predict that the public, 
young and old, will find it highly 
pleasing. Moreover, I predict that it 
will draw a bigger audience than 
many programs that carry little or no 
commercial content, and I suspect 
that after 13 weeks we shall offer you 
a renewal on the same terms, except 
that in the second cycle we would like 
the right to sell the program for out- 
right sponsorship.” 

Mr. Moore declared that it is his 
belief that the next 10 years will be 
television’s “critical decade,” and that 
“perhaps early in this period there 
will be decided with finality the ques- 
tion of whether the explosive power of 
television will be permitted to make 
its full dynamic contribution to the 
success of American marketing, or 
whether its marketing strength will 
be sapped by the influence of those 
who hold that advertising is some- 
thing to be apologized for.” 
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In the picture 


Edmund C. Ridley has been elected to the board of directors of Anderson & Cairns, 
Inc., it has been announced by John A. Cairns, président of the agency. Mr. Ridley was made 
vice president in charge of agency relations this past December. He joined the organization 
in June 1956 as account supervisor on the Julius Wile Sons & Co. and Seeman Bros. accounts. 
Formerly with the now defunct Biow agency, Mr. Ridley, who has been connected with the 
advertising and promotion of food and beverage products for most of his career, started in 
the industry in 1920 with the Blackman Co. Before joining Biow in 1955 he was an account 
executive with the J. D. Tarcher Co. and with Cecil & Presbrey, Inc. In addition to his 
other duties, he is also director of the working relationship between A&C and Botsford, 





Constantine & Gardner, west-coast agency. 





Kenyon & Eckhardt, Inc., has announced the election of Brendan J. Baldwin to a vice 
presidency in the agency. Mr. Baldwin joined the organization as a media supervisor in 
1955. He now returns to New York as associate media director, following two-and-a-half 
years as media director for Kenyon & Eckhardt’s Detroit office. Mr. Baldwin’s extensive 
academic background includes attendance at Columbia University, City College of New York 
and Cornell University. His experience in advertising has likewise been broad and capacious. 
He has held the media directorship at the Maxon Agency and the same position at Paris & 
Peart. Prior to joining Kenyon & Eckhardt he occupied the post of assistant media director 
at Benton & Bowles. Mr. Baldwin, who is married and the father of four children, served 
with the Signal Corps of the Army in World War II. 








The Joseph Katz Co. of New York has announced the appointment of G. Newton Odell 
as vice president in charge of marketing and creative services. Mr. Odell comes to the Katz 
organization from McCann-Erickson, Inc., where, during his 15 years’ service, he was account 
executive and product group head on major accounts for 13 years. During his last two 
years at McCann-Erickson he was associate director of the Marketing Communications 
Workshop, which he helped to establish. Prior to joining McCann-Erickson, Mr. Odell 
was sales promotion manager of U. S. Rubber for two years, and before that served as a 
salesman for the Dictograph Co. for a year. Following his graduation from New York 
University in 1934, where he majored in marketing, he was sales manager for a retail 
store in New York’s Rockefeller Center. Born in 1911, Mr. Odell is married and has two 
daughters. 


William H. Trevarthen (1.) has become di- 
rector of television network operations for NBC, 
following 16 years of technical and engineering 
posts at ABC, and five prior years as maintenance 
engineer at NBC. James G. Hergen (c.), director 
of participating program sales for NBC-TV and with 
the network since April 1954, has been appointed 
director of NBC Telesales. Succeeding him in pro- 
gram sales is William F. Storke (r.), adminis- 
trator of participating program sales. 














Frank E. Pellegrin, partner, vice president and television sales manager of H-R 
Television, Inc., and H-R Representatives, Inc., assumes the presidency of the Radio and 
Television Executives Society on May 13, marking the first time since the formation of RTES 
that a station-representative executive has attained this post. Mr. Pellegrin, completing two 
years as vice president of RTES, is outgoing president of Broadcast Pioneers, a past president 
of that organization’s New York chapter, founder of the former Broadcast Advertising Bureau 
of the National Association of Broadcasters, a past RTES treasurer and co-founder of its 
timebuying and selling seminars and a member of the Trade Practices Committee of the 
Station Representatives Association. For 25 years he has been active in radio-tv management, 
sales, promotion and public relations. 
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says Gunnar 0. Wiig, Station Manager 
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Warner Bros. features really 
rack up the ratings in any time 
slot, day or night. According to 
Mr. Wiig of WROC-TV they’re 
ordered and reordered by sta- 
tions...and by sponsors. 


“We first bought one 
group of 58 Warner Bros. 
features last October. The 
reaction, both by audi- 
ences and by sponsors, 
was so good that we have 
now bought the entire re- 
maining portion of the 
Warner Bros. library — 
over 600 films. They're 
great!" 
Warner Bros. features have 
what it takes to make a station 
manager happy—big Holly- 
wood stars—great track records 
—real sponsor appeal. 
Fatten up those lean periods in 
your programming with profit- 
able Warner Bros. features. 


Ul... 


UNITED ARTISTS ASSOCIATED, we. 
NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 
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We heard of a case recently re- 
ported to the FCC where interference 
with local tv and radio reception was 
found to be caused by a defective elec- 
tric fence on a farm in the area. It 
turned out that somebody messed up 
the fence trying to hang his shirt on it. 

If this kind of goings-on goes on, 
you know what will happen to the 
station-owner’s shirt! 

at e & 

Body and Soul: Two items from 
Britain. The first shows how tv helps 
get to the bottom of matters: 

The Hertfordshire School Health 
Department found that many British 
school children are too fat. It said 
that the main causes were too little 
exercise, an excess of fattening foods 
and too much television. 

The second item shows how tv helps 
get to the top: 

Plans were announced in Birming- 
ham for a school to train British 
clergymen in tv. 


# * # 

Peas and Cues: The recent prison 
riot in Montana was the second in the 
past two years at the same institution. 
The 1957 riot was set off because of 
an order to the prison band to shell 
peas. This year’s riot, according to 
unconfirmed reports, was supposed to 
have been triggered by dissatisfaction 
among all the inmates with television 
viewing hours, especially on week- 
ends. 

ao tt * 

Pickpocket books: Author Frank 
G. Slaughter went to Cincinnati to 
help publicize his newest novel, The 
Crown and the Cross. Naturally, he 
made an appearance on Ruth Lyons’ 
tv show over WLW-T, after which he 
sped on down to the book section of 
Shillito’s department store to auto- 
graph his book, just as he told the 
viewers he would do. Even before the 
author could get to the store, Shillito’s 
telephones lines were jammed and 
soon thereafter so was the store. 

In the midst of all this mess up, the 
store detective nabbed a _ shoplifter 
in the book department, but he had to 
keep him collared for nearly 30 min- 


THE LIGHTER SIDE In camera 


utes before he could get a free line to 
call the police. 
He reported that the stolen book 
was The Crown and the Cross, 
e a 
What's in a name? The head of 
radio at the U. N. is Jeff Sparks. 
e ae ss 
Life in this television age: When 
the Old Vic did its version of Hamlet 
over CBS Television a few months 
ago, the production cost was some 
$200,000. According to writer Robert 
Landry, the last time CBS hired the 
Old Vic in 1946, the company per- 
formed two 90-minute plays, Richard 
III and Peer Gynt, and the production 
cost on each was $10,000. 


at * * 


Life’s ups and downs: One of those 
researching fellows at the University 
of Michigan found out that we can 
expect a decided up in the world’s 
peak of creativity in about 15 years. 
But then around the year 2055 the 
world, creative-wise, will be back in 
the valley just like the dark ages. 

This fellows, who checked into the 
matter as far back as 600 B. C., says 
that creative peaks occur inevitably 
every 164 years. And the peaks are 
always followed by a dip. 

Sounds more like a hangover. 

* oom *& 

Did you know that New York City 
has a sheriff? It sure does, pardner. 
But any resemblance between City 
Sheriff John J. McCloskey and any 
sheriff on tv—tlive, film or tape—s 
purely impossible. 

First off, Sheriff McCloskey is a 
Princeton man and a graduate of 
Brooklyn Law School. He'd sooner 
vote Republican than be caught wear- 
ing skintight blue jeans and a six- 
gallon hat. He carries not even one 
six-shooter, and although he has a 
badge, he doesn’t wear it. He does 
have some 50 deputy sheriffs but he 
considers his main function is to en- 
force civil rather than criminal law. 

But in one respect Sheriff Me- 
Closkey is braver than any badge man 
who ever ruled Dodge City—he rides 
New York taxis. 
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Interview: Gack 


muna Sullivan, Stauffer, Colwell & Bayles, Inc. Timebuyer, Jack Canning, 
tells why he selects WLW TV-Radio Stations for PALL MALL Cigarettes. 



















WV 4 
TWENTY" 
f “Sure, | buy time 
for PALL MALL Famous 


Cigarettes on the Crosley 
Stations because their 
greater length of 
audience filters 
commercials farther 

into smooth pleasure 

4 if for advertisers.”’ 


is MOC sicwo wna 


“WHEREVER PARTICULAR 
PEOPLE CONGREGATE™ 


FAMOUS CIGARETTES 





“Yes, WLW Television and Radio 

Stations really pack in a full house of 
viewers across the Midwest and into the 
South for sponsor's sure-fire sales success.” 






“Outstanding—and that's 
putting it mildly!"’ 


Call your WLW Stations Representative . . . you'll be glad you did! 
; E 


WLWw-D 


Television 


Dayton 





Network Affiliations: NBC; ABC; MBS « Sales Offices: New York, Cincinnati, Chicago, Cleveland « Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division of Avco 





TEXANS Swi TO COLOR! 


1 oy 


. 


EMCEE TOM MULLARKEY AND TEEN AGE DOWNBEAT 


IGHTS! ACTION! CAMERA! MySiC\ ---22d COLOR! 


Yes sir! It’s lively action, live music and color when 
TEEN AGE DOWNBEAT takes the stage 5:30-6:00 PM 
daily on WBAP-TV (ARB Rating Monday, February 2 
—12.6), the pioneer color station of TEXAS celebrating 
its FIFTH COLOR BIRTHDAY this year (May 15). 


LIVE COLOR COMMERCIALS set sizzling sales 
records for a host of sponsors—the SOLD OUT sign 
hangs out, but your INQUIRIES INVITED! 


- WBAP-IV ron 
IN ARB 


«BOTH JANUARY and FEBRUARY 1959, 168-0810 68H 








TEXANS appreciate COLOR TV—Mothers and Dads 
go for TEEN AGE DOWNBEAT and its color-full 
array. The typical group above are color-full students 
of Arlington Heights High School. The band is the 
Polytechnic High School Stage Band which Partici- 
pated in the AFM National Band-of-the-Year contest. 


LIVE COLORCASTING is the WBAP-TV order of 
each day from 5:30 to 6:15 PM plus a gorgeous line-up 
of NBC-TV offerings nightly. More than 17 hours 
weekly. 


<a 


CHANNEL 





PETERS, GRIFFIN, WOODARD, NATIONAL REPRESENTATIVES 
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